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NACO Jasmin No. 1584 $8.50 pound 


A modern, inexpensive and remarkably fine odor 
— a worthy addition to the Naef series of Jasmins. 


NACO Fougere No. 1409 $9.00 pound 


Ideal for soaps, talcs, shaving lotions and bath 
salts. A true and inexpensive version of this present 


day popular note. 


NACO Sweet Pea No. 1493 — $8.50 pound 


A popular priced type, sweet and true to character. 
Recommended for use with Lilac, Honeysuckle, Rose 


and Jasmin in powders, talcs and extracts. 


NACO Antherosia B. M. $12.00 pound 


An outstanding cream odor, guaranteed against 
discoloration. Particularly effective in conjunction 


with Floral bouquets and Oriental types. 


NACO Toscanina No. 1447 — $6.50 pound 


An entirely new odor note! Of a warm and sweet 
Heliotrope character, for use in extracts, powders 


and talcums particularly. 
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Texfect ‘Toiletries. 


GJ” EEP your perfumed prod- 
KG ucts clear with the perfect 
solvent . . . EVERCLEAR 
Alcohol . . . it measures up to 
your most exacting standards... 
it protects permanently fine floral 
and essential oils. Our Method 
of Distillation assures uniform- 
ity of quality in EVERCLEAR 





Alcohol at all times. 


AMERICAN COMMERCIAL 
ALCOHOL CORPORATION 


405 Lexington Avenue - - - New York, N. Y. 
Plants: Pekin, Ill; Philadelphia, Pa.; Gretna, La.; Sausalito, Cal. 


Sales offices in most large cities. Warehouse stocks carried at 
all principal consuming points. 
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The Package of 1933 


The Improvements Which You Might Consider 


in Material or Design Are Outlined Here 


by Ruth Hooper Larison 


33 packaging stand 
about in 


S your line prepared to meet 1% 


ards? Subtle changes which have come 


the toilet goods industry are crystallizing into re 


sults which are soon to be felt more 


strongly than ever in every phase of the 
industry from manufacturing to the ulti 
Some of these 


mate use of the product. 


changes have had their impetus from the 
long days of depression . the manufac- 
turers’ sales tax... drastic improvements 


of a scientific nature in the manufacture 


of products . consumer acceptance and 
intensified discrimination. 


The sum of these effects points the way 


to sounder business for every manufac 
turer who will make use of them. Some 
products will need radical improvement, others will 


methods 


Pael 


profit by minor changes. Prices, distribution 


and merchandising plans will need adjustment. 
taken 


( ging and displays will he more seriou ly. 


This is the logical time to look ahead towards 1933 
in order to make such plans as will be imperative. An 
analysis of each product or each line should be geared 


to its particular problems, but there are many funda 
mental points to be considered when the auestion of a 


to all. I 


months 


new package comes up which are applicable 
have tried to cover many of these in the past 


by taking them up one at a time and discussing the 


want to 
of the 


1933 packaging 


different phases of the packaging operation. I 


review a few of them from the point of view 


manufacturer who is making plans for 


To beware of change for the sake of change only is 


the first and one of the most important planks to nail 


to your platform. But don’t carry it so far that th 


fear of change prevents you from making constructive 


and changes in package or keeps youn 


helpful 
product in its old 


your 


dress when it is actually most in 


need of a new one. 


Observation of what some of the leading toilet goods 


houses are doing where experimenting is costly will 


convince the most conservative manufacturer that im 
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provements are not only the justifiable course, but es- 

sential in these days of consumer discrimination. 
You, the manufacturer and your product have been 

ten, 


have 


good friends, we'll Say, for these past 
You 
that old 


which has weathered the ups and 


fifteen or twenty-five years 


even a sentimental feeling for 
package 
cowns of the past, and you feel a certain 
Alright; but 
The 

1 


packages is competing with yours as well 


safeness about it. that isn’t 


enough today. new generation of 


as with one another, and if your packag 


remains too modestly in the background 


of consumer appeal, its sales record will 


tel! the story of waning popularity 


Are your creams still traveling to the 
consumer in old fashioned jars registering more 
glass than cream to the ounce? Are they ! 
“tippy” paneled bottles, with rather deceptive heavy 
glass sides and spilling easily from their long, and 
poorly proportioned necks? Or did you try to go 
‘modern” a few seasons back and inaugurate the 
reign of an expensive fancy container that custome 
dislike buying a second time or that isn’t easy to keep 
closed once the seals and “do-dads” are removed 


Have you put the major cost of your perfume packag 
bottle 


to the luxurious days 


into an elaborately large perfume that has n 


secondary use and harks back 


of 1928, but which is primarily important in these 


lean practical days to dress up a line while small smart 


bottles digo the pay dirt? 


These are questions you must answer for yourself, 
and on them you must base a careful study of your 
problems. What do you actually know of your cus 


tomers’ reactions toward your products and packages? 


An enthusiastic or ingratiating sales girl or demon 


strator may tell you one thing, but you need to lear 
the truth straight from the lips of the public. Do you 
cultivate contact with your customers, do you listen 
to their criticisms, do you, in short, give them what 
they want, what they are prepared to buy and are 
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entirely ready and willing if not anxious to pay for? 

Of course, consumer demand changes with the years. 
Some products which were once popular are fading 
into secondary places, while other items practically 
unknown some years back, such as liquid nail polish, 
deodorants and depilatories, have come up to the front 
line trenches of consumer demand. Small, two and 
three product lines are gaining in acceptance and may 
even at some future date take the place of the long- 
inventory lines. What of the new products you want 
to launch? Are they geared to the trend of the times? 
Are they based on actual knowledge of the market or 
will they be another flash in the pan? Ride the tide 
with the novelty product, but study both the past and 
future as well as the present trends for the more prac- 
tical long-term product. 

Consider the cycle that compacts have completed in 
the last year. They went from large, clumsy cases 
down to smaller and finer, slender, aristocratic metal 
bits and then, this year, burst out again into enor- 
mously large amusing “flapjacks” with a price range 
that hit new highs. When the tide turns again, the 
slim case with improvements unheard of in the past 
will be ready to make a new entry on the market 
and demand attention from the consumer. Will you 
be prepared to lead the march or merely to follow the 
trend? How many obsolete products are still clutter- 
ing your inventory, parasitically feeding off the sales 
and profits of your leaders? How often have you 
waited until a new fad had climbed to its peak and 
turned to decend before adopting it, overcaution based 
on lack of actual facts, the only cause you could blame? 

These are but a few of the general questions which 
every manufacturer should ask himself. Other ques 
tions pertinent to his own particular problems will 
suggest sufficiently searching 
analysis will be under way upon the results of which 


themselves, and a 


constructive improvements can 
be planned. 

We might sum up a few of 
the things to be achieved in the 
new package; it must cwrpress 
the product appropriately, it 
must be distinctive. Avoid the 
imitating 
another package on the market. 


dangers of merely 
There is always a way of cre 
ating something distinctive and 
individual. Imitations are weak 
at their best. Eye appeal is 
most important and, therefore, 
strive for beauty in simplicity. 
Good proportions, few colors, 
and those never strident or 
harsh. Make the package live- 
able. Make it practical. Easy 
to fill and ship. Easy to display 
and easy to use in the home. 
Let the distinctive eye appeal 
value create memory value as 
well so that it will be easy for 
your customer to recognize your 
package wherever she sees it. 
The more distinctive and orig 
inal it is, the less she is likely 
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to confuse it with one of the many others available 

Eliminate as much of the unnecessary packing and 
wrapping as is consistent with the needs of the product. 
These things go into the waste paper basket and onl) 
increase the cost both to you and to your customers. 
Be very sure that every unit of your package is har- 
monious. I consider it as bad taste in packaging to 
paste a perfume type of label on a cream jar or lotion 
bottle as for a man to wear a dinner jacket with plus 
fours. The kitchen scrubbing brush would profit by a 
coat of fast-color paint on its wooden back, but never 
with a fancy tassel. 

If your program of packaging or repackaging is t 


be based on the use of stock containers and closures, 
strive for a combination which will give a touch of 
originality to your package. It is not impossible to do 
this. There are many good stock numbers available 
today, and a thorough study of them soon presents 
vast possibilities of good combinations even within the 
confines of open stock. If private moulds are to be 
used, then you have no excuse whatever not to have 
something absolutely individual and expressly designed 
for your own products. Steer away from the merely 
“modern” style which dates your package, and work 
for effects that are so utterly right in themselves that 
they will be right five or ten years from now—and 
even for longer, if necessary. 

When you have made this sort of a study of your 
problem of packaging, then turn the whole operation 
over to one individual, either someone in your own or- 
ganization or outside of it, in whom you have sufficient 
confidence to give free rein. Let everything in the op- 
eration of the change feed through that key person. 
Too many cooks spoil the packaging broth. The morn- 
ing the stock market goes down, the president of your 
company may decide he doesn’t like the color of the 
label. And the office boy by his would-be helpful advice 
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may be actually throwing the 
vorst wrench of all into the 
works by repeating what his 
rother’s girl friend said about 
“so-and-so” or “this-or-that.” 
Plan a program which has 
taken everything necessary into 
consideration and then hand it 
over to the right executor and 
forget it until he comes back 
with the finished job ready for 
the final “OK.” I often hear 
executives say that this is an 
deal policy but their organiza- 
tion is the one exception to the 
rule, and it simply doesn’t wor}! 
with them. They don’t want i 
to. I have seen this policy en 
forced and a job turned out that 
fit like a glove on the original 
program and proved at every 
step of the way the soundness 
of this policy. I have seldom 
seen a job done in the method 
less, haphazard way whe 
everybody had a finger in it and 


where a_ series of changing AND THE SAME WITH 


policies popped up for as many 

days as the job lasted which didn’t bring extra work, 
mistakes and delays to everyone concerned, not to 
speak of the finished results which were neither fish, 
flesh nor fowl! 

I wish there were space in this article to go into 
detailed description of all the various good materials 
that lend themselves to toilet goods packaging. I would 
like to talk about labels, wraps. cartons, types of 
printing and offset, and fifty other very important 
points, but since that is impractical I am limiting m 
selection of available stock materials to bottles, jar 
and caps, since these are the primary containers and 
on which the others are dependent. If a wise selection 


is made for the actual container, mistakes in the 


lesser important accessories can be corrected without 
losing the cumulative value of identity. But if all ac 
cessory materials are selected with a full understand 
ing of appropriateness, there need be no shifts a mont} 
or two or even twelve after the new packages reac! 
the market. Such shifts in themselves are costly and 
unnecessary if the right foundation has been laid fo) 
the packaging operation. 

Two points should be added. Keep the cost « 
materials and containers well in line with the retai 
price. If containers are to be more than a carrier 0 


the product and must necessarily cost most, right from 


the beginning, include a plan for selling refills on such 
products as thrive on the resale angle of the busine 
Remember that containers with a secondary u a 


ways appeal to the public. Remember, too, that women 
are not in your employ as press agents and pref 

that there be a minimum of advertising, trade marking 
and publicity on the outside of containers, especial! 
since they pay good money for them and have to look 
at them lined up on the bathroom shelves or dressing 
table 365 days in the year. If you can achieve a pack 


age which is sufficiently individual to be recognized 
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without 


OLI 


» TIME 


JARS 


IN BACKGROI 


ND 


its label, leave it off entirely except 
1 the 


identifying 


mark or 


cellophane or put t 


easier identification 


that the 


and not on the 


Fast 


ist as 


old Sty le 


tippy st 


it and t 


» bet 


fadi 


it 1s 


ance 


o the 
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ng out 
fading 


base and wt 


into a plain utilit 


of 
t of 


ot 


out 


counter o1 


ales people I 
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ap it 


for 


in 


pr 


y carton for 


gut neve 


its life is spent i 


shelf. 


the accompany 


of consumer acceptance, 


and “worried” looking 


left in th 


lotion bottles accepted 


one 1s 


eight sid 


Both ha 


houlde ! 


Ve attractive caps 


Ss, a 


offering 


nd in 


} 


+ 


picture are two 


vy the public 


a square oblong and the othe 


Ing’ 


contours. 


with 


n 


t 
l 





int 


| 
the 


forget 


he home 


photograph, 


eagerness; 


new 


round, 


a refreshing simplicity 


hoth 


( 


fitting down 


ases the capa 


al 


panel lotion bottle with its deceiving capacity, 


Below 


type of 


with its 
of design. 
on their 


snugly 


city 


apparent 


and the tipping problem entirely overcome. Both ean 
he labeled in a variety of ways, and are safe to sl 
and pack and easy to live with. 

To one side of the old panel bottl $ ist the ug 
gestion of a perfume or toilet water bottle in frosted 
glass which did its fade-out act some years ago and is 
eldom seen toda It was accepted in its time and 
we no dividend but not respected by the con 

imer today as her ideal perfume bot Flanking th 
panel bottle on the othe: ide Is an even more “wor 
ried” looking bottle which » t hea, that 
hold ur breath when you set it down. It, too, ha 
‘ ed purpose, and unle our lee o’ mutton sleeve 
make us so giddy that w e all r gains in moder? 
implicity it will never be revived except as a curiosity 
Below are perfume bottles of da smart, so trin 
oO svelte The twin vered and in vscrape) 
motif (the combination of motif and finish make ome 
think of the Chrysler building the top of which I 
dubbed “A Modern Perfume Bottle” whe n it first un 
covered its spire). The riously beautiful cut an 
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polished crystal bottle that draws down anywhere from 
$25 to $30 at a sale from the male gift seeker, and the 
rest of the year dresses up the line and the counter, 
giving the aspect of prestige which all fine perfumes 
need, stands out clearly in all its loveliness. To its 
right is a charmingly simple and well designed bottle, 
still in its plaster mould stage of evolution, that dis- 
tills, though empty, an atmosphere of prestige and yet 
can be reasonably priced for good volume selling. 

In the other illustration we have a modern plastic 
powder box surrounded by jars in a variety of ma- 
terials. At the two extremes of the picture are the 
old-style cream jars doing their fade-out act. One is 
of flint and with a neck so far in from its sides that 
fingers need almost to be double jointed if the owner 
is thrifty enough to demand the last vestige of cream. 

The new tinted opaque flint jar with its interesting 
contour, chubby and squat, and its tinted metal cap 
matching or contrasting with the jar, solves the old 
sales resistance towards flint and offers something 
quite new and very lovely. On the extreme right is the 
heavy square angular opal jar with visible screw 
thread cap which hasn’t actually made its exit but 
which seems to be on the wane, and between the old 
and new style flint jars is the new and ever growing 
in acceptance squat jar with its molded cap (or metal, 
according to your preference) which follows the verti 
cal line of the side of the jar and is certainly due to 
last a long, long time in consumer favor. There are 
a aumber of different plastic materials represented in 
this picture showing the wide range of color available 
While plastic is 
still higher in cost than glass, it is gaining fast in 


and standard moulds for containers. 


popularity for many uses, and when employed soundly 
should make fast friends with the public. 

The light pastel shades seem most suitable for toilet 
goods, although several darker and brilliant shades 
could be used to advantage. Caps of matching or con- 
trasting color can be used to achieve interest, and make 
up pleasing combinations. The little jar directly in 
front, good for creams, has a screw top, as have also 
the two cream jars on either side of the large round 


box. The fluted jar expresses creams at first glance 
and can be labeled by leaving off a bit of the fluting 
on the side and either embossing the name of the 
product or trade mark, or pasting on a label. The 
base is recessed sufficiently to use as label area. Of the 
two smaller powder boxes, one has a screw cap and the 
other a friction cap which is supposed to be leak proof 
even in traveling. They are well proportioned, and 
the one with the light cap extremely pleasing both in 
color combination and line. 

In making this selection of available stock containers 
(some of which, however, are only available in large 
quantities) I have most certainly not exhausted the 
market, but merely choosen a representative group. 
When it comes to private moulds, there is even less 
limitation as to what can be achieved in the way of an 
cutstanding package. And it certainly seems a waste 
of money to have private moulds unless they are going 
to be just a bit different and very acceptable to the 
consumer, 

The closure field offers a good assortment of caps 
not only of plastic but also cork, metal, either polished 
or enameled, and combinations of cork and metal or 
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cork and plastic. Tubes are learning new tricks as 
well, both in style of closures and kinds of materials. 
In fact, you cannot turn toward any materials in the 
toilet goods packaging market without finding many 
interesting new developments and some utterly new 
materials and accessories. And the end is not yet, for 
other new developments are being tested continually 
and will make their appearance when they have been 
perfected. 

It seems that the epidemic of merely developing 
modern packages has had time to run its course and 
we should get down to a point where there is a 
strong controlling force born from experience that will 
direct the packaging of toilet goods and inject some 
reasonable constructive improvements. More is needed 
than merely changing the package. Doubtless too great 
haste in bringing out the new package has sometimes 
been responsible for the indifferent looking affairs that 
have been placed on the market, as well as a bad imita- 
tive flavor that has been creeping in unnecessarily. 
The main aims—four in number—if kept in mind 
should be of help. Simplicity, practicability, appropri- 
ateness for the product, distinctiveness that will help 
to sell the product on its first appearance and keep 
the name fresh in the public’s mind between sales and 
that will conclusively distinguish it from other similar 
or related products. There are a sufficient number of 
excellent packages today to indicate that it can be done. 
Packaging compromises are as obvious as any other 
kind and just as destructive when they are based on 
lack of forethought or knowledge. Their history in the 
past is our best guide to the future. 


State Tax Measures Considered 

The Pennsylvania state tax measure signed, as was 
reported last month, by Governor Pinchot is now in 
effect. It provides for a tax of one per cent on the 
gross income from sales of tangible personal property 
excepting sales of farm products by farmers and sales 
for resale and to the United States government. It 
will cover the six months period ending February 28, 
1933, and returns on proper forms must be filed by 
April 1, 1933. The state Department of Revenues has 
charge of collection and will have forms available. 

The Alabama measure designed to place a tax of 10 
per cent on sales of a number of products including 
toilet preparations has been adversely reported and is 
probably dead for the session. 

In Illinois a movement is on foot to defer action on all 
sales tax measures until after the general election, and 
this movement seems likely to succeed. 


Eberle Awarded Remington Medal 

Eugene G. Eberle, editor of the Journal of the 
American Pharmaceutical Association, was presented 
with the Remington Medal for outstanding service to 
American pharmacy at a testimonial dinner given in 
his honor by the New York and Baltimore branches 
of the American Pharmaceutical Association at the 
Emerson hotel, Baltimore, October 12. Mr. Eberle 
was selected by the committee for the high honor 
“because of his services to professional pharmacy 
for a long term of years, also his researches in 
historical pharmacy.” 
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Excise Collections Below Expectations 


Low Figures Not Indicative of Business Conditions 






Since Large Share of Taxes Still Out 


Change Demanded 


ASHINGTON, Oct. 11 
special excise taxes is as yet so new that no 
definite deductions can be drawn from them, and 


Administration of the 


it is distinctly probable that an entirely new tax set-up 
may have become operative before these settle down 
to a regular routine. 

However, available figures on collections covering the 
months of July and August carry some indications of 
interest. Of primary interest to readers of THE 
AMERICAN PERFUMER are the tax collections on “toilet 
preparations, etc.,” which includes the 10 per cent tax 
collected on perfumes and similar toilet articles and the 
5 per cent impost on soaps, dentifrices and kindred 
manufactures. 

These collections for the month of July (which in- 
cluded the last nine days of June after the new taxes 
became effective) were $68,860 and in August they 
were $439,784.70. However, it is explained that neither 
of these figures is at all indicative either of the busi 
ness done in those months or of the actual taxes as- 
sessed. Theoretically the July collections cover the 
portion of June when taxes on manufacturers’ sales 
were operative and the collections of August cover the 
sales of July. Late this month the figures for August 
business will be issued. 


Much Still to Be Paid 


At some time in the future this will actually be the 
case, one month’s collections showing the exact business 
done by the various groups of manufacturers in previ- 
ous months, but it is stated officially that a large por- 
tion of the taxes have not been collected, even for the 
beginning of the taxable period due to delays incident 
to establishment of regulations and the settlement of 
disputed points. 

It is obvious that multiplication of the August col- 
lections of somewhat more than $439,000 by 10 in the 
case of the proportion of toilet articles to the total and 
by 20 for the proportion of soaps is impossible here, as 
there are no general statistics on which to base a 
proper division of the indicated business. It also is 
obvious that any result obtained from working with 
the tax collections of that month is probably well under 
the business actually transacted. At this time it is im- 
possible to obtain any finer division of the tax 
collections. 


Results of Tax Measure 
One thing, however, is quite apparent, and that is 
the fact that the sum realized from the special excise 
tax on toiletries is the merest detail in the Government 
budget, although the return for the month of August 
exceeded most other items in the list of new special 
excises. 


Special imposts under the new tax law are collected 
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on twenty-four different divisions of manufactures. 

Those manufactures which returned more to the 
Government than did toiletries during the month of 
August (collections made on July business) were gaso- 
line, which led the list of special taxes with $8,944,- 
875.388; lubricating oils, electrical energy, tires and 
tubes and automobiles, as well as the special tax on 
bank checks. 

Of more interest, possibly, is the effect of the new 
excise taxes on the state of Government finances, which 
they were designed to correct. 

The most reliable present estimate is that the 
Government will conclude the present fiscal year next 
June 30 with a deficit of probably $500,000,000, despite 
economies already undertaken and others which are 
proposed. 

During the month of August tax collections were 
$79,940,410.48 from all sources, including the old and 
the new. This total exceeded by more than $11,000,000 
the tax collections in the month of August of 1931 
when the total was $68,394,139.65. However, many 
other factors than the special excise taxes entered into 
the difference in the totals. 

While income tax collections for that month were 
ff $10,000,000 under the 1931 figure, other taxes showed 
great increases in return, while the most lucrative of 
all taxes aside from those on incomes, the cigarette tax, 
held steady at $28,000,000 with a gain of about $100,- 
000. Increases totaling several millions of dollars in 
the aggregate were shown in collections on estates, 
issues of stocks and bonds, capital stock transfers 
market orders for future delivery and on theatre ad- 
missions, which jumped more than $1,000,000 for the 
comparative periods due to the broadening of the 
theatre admission tax base. 


Demand for Tax Change 
During recent months Congressional leaders have 
been swinging more and more toward proposals to 
establish a general sales tax, instead of the selective 
excise taxes, and it now appears probable that some sort 
of such legislation will be passed in the coming Congress. 
However, it must be remembered that we are facing 


a “lame duck” session of Congress, with the prospect 
that many more incumbents than under ordinary cir- 
cumstances will be sitting in Congress for the last 
time. 

The customary pressure exerted by these legislators 
to push through pet projects, added to the expected 
demands for further Federal relief of unemployment, 
will make for severe drains on the Treasury unless 
pressure is brought to bear on the “lame ducks” and 
consequently any speculation concerning what the com 
ing session may see done to taxes is dangerous if not 
futile. 
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Recent Products and Packages 


seriptions of vari 
OHS Hew products rece ntly placed on the market by 
branded toilet 


These new products have rece ntly been featured 


N the following columns appea di 


perfumers and maniutacturers of 


goods. 
in retail me rchandising COMPAIGNS, and the information 
consumer and 


iS prese nted from the standpoint ot the 


th) ough the 


lkeind CO-0 pe vation of the manutacturers. 


Myon Odors in Deluxe Bottles 


which Al 
this 
deluxe 


New 


added a 


Myon, of Paris, for Rosenfeld, Inc., 


York, is 


new 


country, has 
bottles to its at 


exclusive agent in 
packaged in 


The 


perfume 
tractive line. perfume is produced in three odors, 
‘Three Passions,” 

Mille 


“Coeur de 


Joies,”’ 
and 
Femme,” each of 
which is identi 
fied by label on 
the bottle 


outer 


and 
wrapping 
of the package by 
the colors, black, 


red and green, 
tiv ely. 
bottl ! 


enclosed in an 


respec 
Each 
oblong. fiber box, 
nicely designed. 


Combinaitons 


New Muelhens “4710 
Ferd. Muelhens, Inc., New York, is presenting several 
“4711 line, 
two of which are shown below. 
the 
boxes 


Kau de Cologne” 


These products, which 


new combinations in its 
house, 
the 
The 


are imported from Muelhens German are 


offered in cardboard decorated with well- 


known Muelhens design in blue and gold. largei 
of “Eau de Cologne,” “Eau de 


“Portugal” 


set consists 


talcum powder, hair tonic and 


cream, while the other set is a bath combination. 
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Cologne” 
shaving 


New Line for La Pompadour 


Minn., 
placed on the market another new line of toilet prepara- 


La Pompadour, Inc., Minneapolis, has just 


con- 


the trade mark, “Princess Marie.” It 
and 


tions under 


sists of a complete treatment line several hai 


preparations. The packages have 


— plastic caps and a distinctive label, 
7s 
and already have met with som 


success. 


“Thine Creme” in New Dress 


Hand made by 
Products, New York, 


has been repackaged, and now ap 


“Thine Creme,” 


Thine Inc., 


pears in a smart white jar with 


« 
-E 


size 


label and closure in a pretty shade 


of blue. Handsome in design, con- 


and shape and feminine in appeal, the 


well 


venient in 


new jar is a 


conceived package. 


Lesquendieu 


The famous French 


foundation cream in 
the 


dieu, 


line of Lesquen- 
New York, 


Reine 


Ine., 
“La 


Cremes,” 


called des 


which was 
familiar in its smart 


black erock, now 


makes its appearance 
tube 


here. The 


in a trial size 
shown 
ndieu 
buff, 


IS SO 


regulai Lesque 


color scheme of 
red and black 
handled as to make 
the and 
modern in 


The 


composition of 


tube carton 
appear- 
ance. cap is of 
black 


the screw-top type. 
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Page Line Repackaged 


age, perfumer, a subsidiary of the Taleum Puff Co., 
New York and Jacksonville, Fla., has repackaged _ its 
popular line of toilet preparations, a group of which 
A feature of the line is that all of the 


includ 


is pictured here. 
products, 

ine the contain- 

are made in 
this country, and 

Ss that no 
Re ne — sentation is made 
aa, =S as to 
manufacture. 


repre- 


foreign 


Ksther Bonney 
A face powder 


box, whose per- 


manent molded 


base afterwards 


may serve as a 


coaster or ash- 


tray, is being marketed by Esther Bonney, Chicago. 


The box is modernistic in design, consisting of a black 


base and a green paper cover. 


“Comtesse D’Orsay” Beauty Line 


D’Orsay Perfumeries Corp., New York, 


nounced — the 


has an 


creation of 
the 


tesse 


“Com 
D’Or 
say” beauty 
line which is 
presented in 
the 


scheme 


co ] oO} 
made 
familiar by 
“Com- 
D’Or- 


prod 


other 
tesse 
say” 
ucts. Labels 
are of a 
greenish tint, 
with the 
D’Orsay coat 
of arms and 
printed mat- 
ter In a 


darker shade, 
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Primrose Compact 
A generous powder com- 


partment which will not 
leak is one of the features 
claimed for the new double 
loose 


powder compact 


placed on the market by 
New 


The compact of 


Primrose House, 
York. 
convenient size and sub- 
stantially constructed. 


The 


gether with a cleverly con- 


powder feature, to 


ceived rouge container 
gives the compact an unusually distinctive practicabil- 


ity. 
Terri's “Junior Deb” Vanity 
Suitably adapted for the evening is the “Junior Deb” 
by Terri 
Cosmetic Corp., 
New York. Its 
case is of ham 


vanity, 


Ss i l Ver, 
plated, 
and it is 


mered 
chrome 
double, 
equipped with the 
patented Terri 
loose sifter. 
Rouge also is in- 


cluded. 


“Cutex” Kit 

The Northam 
Warren _ Sale 
Corp., New York 


distributors f 01 


Cutex” product 


announced a 
Club 
Kit,” a complete 
set of 
preparations in a 


has 


new “Cutex 


manicure 


leather bag equipped with a patented slide fastener 


The kit is compact and is ideally suited for travel. 





The Distribution Problem 


Never Was This Knotty Old Difficulty 
So Very Hard to Crack 


by Leroy Fairman 


advertising” to the wholesale and retail trade is still 


r the man who invented the idea of “merchandising 

living, he should arise in his place and get himself 
on record, so that whatever credit may 
accrue to the invention may be properly 
ascribed to him, before it is too late. He 
should have done it before, when every 
advertising agent in the land was using 
the idea every day or so, and when mer- 
chants still “fell for it” without a 
struggle. Now it seems likely to be 
thrown into the discard, along with many 
another bright idea that has been worked 
to death. 


The basis of the idea—as l 


probaly 
everybody who reads these lines already 
knows was to induce the dealer to stock upa line of 
merchandise on the strength of an advertising cam 
paign which was to begin in the near future and run 
to the end of time. The advertising was prepared in 
portfolic s, and 
before the 


talk which painted a rosy picture of 


advance, made up into impressive 


carried by salesmen who spread it out 
dealer with a sales 
the results it was sure to produce, and the multitude of 
buyers it would send on the run to his, the dealer’s, 
With the goods in stock, all the dealer had to do 
was to pass them over the counter and rake in the 
Schedules of 


newspapers proved beyond a doubt that practically 


store. 


money, insertions in magazines and 


everybody in every dealer’s territory would see the 
advertising, every month, week or day, from the 16th 
of next January on, and on, and on. 

a charm for a long time. 
Dealer 
found that one of these 


The cheme worked like 
It still works now and then, but not so often. 
now shy at it because they 
things was likely to happen: 

The promised advertising never materialized. 

The advertising began, but soon stopped. 

The advertising ran, as promised, but produced no 
results 

The advertising preduced immediate sales, but the 
product did not repeat, and was therefore not a desir 
able item in the dealer’s stock 

Most dealers, 
adopted a new attitud They 


having been at least twice bitten, 
threw a careless eye 
over the handsome portfolio, closed their ears com 
pletely to the recital of the figures showing how many 
millions of people the sumptuous advertisements would 
reach, and said: 

“All right; go ahead and run your advertising. 
When my customers begin to come in here and ask for 
your goods, [’ll put ’em in stock. Until then, nothing 
doing. If you want me to handle your line, you’ve got 
to work up a demand for them.” 


That, in effect, is the answer being made today by 
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dealers in practically all lines of business endeavor. 

There are a good many advertising agents who can 
little fault with the attitude of the 
dealer. They have gone up and down 
the land for years telling manufacturers 
that distribution should follow advertis- 


logically find 


ing and not precede it. They have said, 
“Go to the consumer with your story. 
Tell people why they should buy your 
goods and to go to the dealer and de 
mand them. As soon as they begin to 
do that, the dealers will fall in line quick- 
ly enough. They will have to. Creating 
a demand is all that is necessary.” 

Theoretically, this sounds reasonable 
enough. Any man who doesn’t have to 
put up the money for the advertising will admit that 
it makes sense. Sut the man who has to sign the 
checks never liked it, and never will. 

It cannot be denied that it has worked, many times. 
One could name many products which have been forced 
throat by product 


which have been put over by tremendously expensive 


down the dealer’s advertising 
vdvertising campaigns which began to run, and ran for 
some time, before any direct effort was made to effect 
distribution through salesmanship. 

If you had, today, an entirely 
or filled 


an old need far better than it had ever been filled before 


It could be done again. 
new product which filled an entirely new need 

it would be possible, through advertising, to send 
enough people to the retailer to make him stock it. As 
a matter of fact, he would be anxious to stock it, for 
he would realize its sales possibilities as well as you 
did. But where is such a product; how long has it been 
since such a product has, in the toilet goods business, 
been discovered or invented? 

A few years ago new preducts bobbed up with com 
parative frequency. Manufacturers had new ideas to 
talk about. 
new methods and processes of beautification and re 


They made new suggestions to women 
juvenation. But as time goes on, and preducts multi 
ply, it becomes increasingly difficult to present a new 
idea in the use of a product, to say nothing of invent 
ing a product which can lay claim to novelty. 

With the multiplication of products, a constant in 
crease in the number of manufacturers in the field and 
(until recently) a tremendous increase in the volume of 
advertising done, it naturally becomes more and more 
difficult to create, in advance of distribution, a demand 
sufficient to make any impression whatever upon a 
dealer who feels that he already stocks far too many 
items for his own good, and who is buying from hand 
to mouth only that merchandise which he cannot do 
without. 

So, when the man with a product to market meets 
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the dealer who insists that a demand be created before 
he will stock the goods, he has a problem which will 
give him many a headache before he solves it. The 
dealer’s stand seems to be a reasonable one; and, 
especially under present conditions, his arguments are 
hard ones to meet. The future sales possibilities of a 
new or unknown product are a matter of guesswork, 
and the manufacturer knows that just as well as the 
dealer does. Consequently, in the average case, any 
argument the manufacturer may make sounds mighty 
weak, 

This refers, of course, to the new manufacturer, or 
one whose position in the field is relatively unimpor- 
tant. The big fellows stand on an altogether ditferent 
basis. The manufacturer of a line of products which 
has been on the market a long time, is fully established, 
enjoys a large measure of public confidence, and which, 
consequently, no dealer can get along very well with- 
out, can walk into the retail store with a new item or 
an entire new line and practically insist that it be 
stocked. There is no question, in the retailer’s mind, of 
the desirability of the new goods, or of their saleability, 
or of the advertising effort and money that will lb« 
placed behind them. The name of the manufacturer 
guarantees all these essentials to success, and the goods 
go into stock as a matter of course. 

The manufacturer who does not possess this prestige, 
these advantages, is somewhat in the position of the 
youth who cannot get a job without experience, and 
cannot get experience without a job. Such a manu- 
facturer cannot get adequate distribution without a 
demand for his goods, and cannot create a demand with- 
out incurring an advertising expense which does not 
seem justified by conditions, or which he cannot afford 
no matter how sure he may feel that he could thus 
create a satisfactory demand. 

These conditionS produce conflicting and confusing 
attitudes on the part of both manufacturers and ad- 
vertising men. A few days ago I heard a presumably 
astute and expert advertising agent give this account of 
an interview that he had with a prospective client: 

“T told him,” said the agent, 
“that I would not advise 
him to put a_ single dollar 
into advertising until he had 
secured at least a fair degree of 
distribution for his 
Dealers aren’t stocking goods, 


product. 


nowadays, merely because people 
ask for them. Send people to a 
store asking for an article, and 
then go around to see the dealer 
and what does he tell you? 
He’ll swear that not a single 
person has asked for the goods, 
and his clerks will back him up. 

“Never before was substitu 
tion so rampant as today. The 
fact that an article is adver 
tised, or is to be advertised, 
means nothing—-less than noth- 
ing. The average dealer had 
rather not sell advertised goods 


anyway. His shelves are filled 





which nobody ever heard of, or upon which there is no 
such thing as an established price. These goods give 
the dealer a larger margin of profit than well known, 
advertised merchandise, and the retailer will substitute 
them whenever he can—which is pretty nearly 100‘ 
of the time. He justifies himself by the plea that the 
merchandise is ‘just as geod’—and, anyway, he needs 
the money. 

“If the goods called for are in stock, and if they show 
him a fair margin of proiil, the dealer will pass them 
out when asked for. Otherwise he will substitute. For 
these reasons I told this man that it’s a waste of money 
to advertise unless he first sees to it that the goods 


are in the store wh 


n the customer asks for them.” 

On the other hand, I know of a number of manufac- 
turers who are today working their heads off in an 
attempt to induce dealers to stock perfectly good mer- 
chandise, and being turned down regularly because 
there is no demand for the goods, and no advertising is 
being done to create the demand. So there you are. 

The situation might seem rather hopeless if it were 
not for the fact that we frequently find new merchan- 
dise in the retail stores; goods which are not only 
unadvertised, thus far, but of which we have never 
heard. We know, too, that here and there a new manu 
facturer is barging into the market and getting excel 
lent distribution with nothing behind him, apparently, 
but his product and the persuasive powers of his sales 
men. The question is, how come? 

Well, for one thing, the retailer, if he does enough 
business to be worth considering, is no fool. He knows 
a good thing when he sees it. He has a very clear idea 
of what his customers want, or will buy if they have 
the chance. He knows the attention value of novelties, 
fresh goods that will brighten up his stock and his 
store, and impress his trade with the fact that he is 
a progressive, up-and-coming tradesman. 

The trouble with most merchandise that is presented 
to him is that it differs in no vital, or appreciable, re 
spect from goods which he already has in stock, or is 
sv drab and commonplace in appearance that it will not 


qcehnvens 
BABY POWDER 


erence 


i} 
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; 


with private label stuff—-goods A DISPLAY WHICH Is A REAL DEALER HELP 
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‘Toilet Preparations Sales Curve 


Description of Charts on Opposite Page 


N the opposite page we present a sales and stock 
() on hand curve of toilet preparations covering the 

period since 1928 in the territory served by the 
New York Federal Reserve Bank. The stores report- 
ing to the bank are more than 50 in number, and cover 
the entire territory from New York City to Buffalo, 
iogether. with a section of Connecticut, and a seciion 
of New jersey which includes the important trading 
area of Newark. 

The significance of the statistical table and the chart 
is fully explained in an editorial appearing in the ap 
propriate section of this issue. The curve, as will be 
noted, shows the business to be in an exceedingly 
healthy condition, with sales throughout the period 
materially higher than those of 1928 and stocks only 
moderately lower. In this connection the accuracy of 
the reports and of the curve is attested by a study of 
early 19382 when both sales and stocks made a com 
paratively violent movement in anticipation of and 
following the enactment of the toilet preparations tax. 
These movements are clearly disclosed by the figures 
and the chart. 


attract the attention of his customers, or arouse their 
desire to possess. He will think twice before turning 
down any item which in his opinion will promote the 
growth of his business and swell his profits. 

Therefore, we find, as we might except, that the new 
goods which find their way onto the shelves of the 
stores with which we are familiar are not ordinary, 
cemmonplace merchandise. If not new in design, or in 
materials, or construction, or efficiency, they are dressed 
up and presented in a way that attracts favorable atten- 
tion and makes the passerby stop and purchase. And, 
possessing these advantages, such products get them- 
selves displayed prominently on the counters and in 
the windows. 

This is also true in a great measure of established 
merchandise, and of many an old line manufacturer. 
It accounts for the fact that old manufacturers are 
constantly placing new items and new lines on the 
market. It accounts for the fact that, in the past four 
years, practically every prominent manufacturer in the 
industry has repackaged his line. They know that 
this means renewed dealer interest, and new deale) 
co-operation, as well as something new to excite the 
consumer. 

It is susceptible of proof that, even if there is noth 
ing especially new or novel in the goods themselves, 
even if they meet no new public need, modern packages 
expertly planned and counter and window displays so 
attractive and appealing that the dealer cannot fa 
to appreciate their value will win their way into the 
stores and secure excellent distribution for products 
which would otherwise be turned down without a 
moment’s hesitation, 

Goods so packed and displayed need if they are 
new to trade and public—the further sales impetus 


of attractive pricing, or special offers which appeal to 
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Percentages shown as increases or decreases for each 
month give the relative relation of sales and stocks fon 
that month as compared with the corresponding month 
of the preceding year. For this reason, the curve by 
months itself shows more vigorous fluctuation than 
the facts probably warranted. This, however, has been 
adequately corrected in the line of sales averages, 

An astonishing feature of this presentation is the 
fact that toilet articles form the only group out of 
a list of 70 merchandise classifications which shows 
an increase during the last four years with the single 
exception of electric household appliances in which a 
moderate increase is shown, due no doubt to the in 
fluence of the growth of electric refrigeration. 

This showing is also confirmed by reports of Babson 
and other statistical agencies which show an upturn in 
business during recent weeks as is clearly indicated in 
the chart. 

Later we hope to present similar statistics for other 
Federal Reserve districts, although not all of the dis- 
tricts afford such detailed information as that supplied 
by the New York bank. 


the bargain instinct of the consumer. Nowadays every- 
body is looking for the most for his money, and this is 
true of both the dealer and the consumer. This does 
not mean free goods or inside prices or concessions 
which eat up all the manufacturer’s profit. It means 
an offer which will sound to the consumer like a rare 
opportunity for getting a great deal for a little, and at 
the same time provide for the trade a worth while 
profit. 

This is the toughest time, in many years, for getting 
goods into the retailer’s store. With commonplace 
merchandise, unattractively packed and sold by _ old- 


fashioned methods, the task is well-nigh impossible. 


Drug Section Hears Kerrigan 
The first monthly meeting of the Drug, Chemical 
and Allied Trades Section of the New York Board of 
Trade, inc., was held September 27 at the Drug and 
Chemical Club, New York. P. C 
of the Section, presided and made a brief inspirational 


Magnus, chairman 


talk to the 70 members and guests in attendance. 


Reports of the Membership committee showed four 
additional members to the Section since the last meet 
ing. They were American Commercial Alcohol Corp., 


Stanco, Inc., George Uhe, Inc., and Maltine Co., of 


Brooklyn. 

The speaker of the evening was James J. Kerrigan, 
vice president of Merck & Co., who told of his recent 
trip to Europe during which he visited France, Ger- 
many, Central European countries, Turkey and Rus- 
sia. Mr. Kerrigan requested members of the press 
not to quote his remarks. At the conclusion of hi 


address he showed several interesting motion pictures 


which he had made abroad. 
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January 
February 
March 
April 

May 

June 

July 
August 
September 
October 
November 
December 
Average for year 


I ht months 





Sales 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 


SALES BY MONTH 
| SALES AVERAGE 


Stocks 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
109 0 
100.0 
100.0 
100.0 
100.0 


ures indicate a 


Sales 
112.4 

96.8 
101.6 
108.2 
106.8 
102.1 
109.1 
107.1 
114.7 
105.6 
107.9 
105.2 
106.7 





) 
> 


alt 


29 


~1 





Increase 


* 


i 
6 
3 
1 
1 
1 


“~ 


Stocks 
111.4 
108.0 
104.0 
95.6 
95.9 
100.5 
97.1 
93.9 
97.6 
92.9 
95. 
101. 
99. 


oN w 


rcentauges s 


Increase 


11.4 


8.0 
1.0 
1.4 
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change 


Increas¢ 


8.0 
10.5 
6.1 
9.1 
1.8 
6.8 
12.6 
0.9 
16.1 
5.8 
1.6 
2.8 


7.3 





and Stocks of Toilet Preparations, 1928 to 193 





Stocks 


103.9 
111.3 
100.5 
96.2 
100.7 
105.9 
93.9 
93.3 
92.7 
90.1 
88.7 
92.8 


97.5 


3.1 
3.4 


6 


5.0 





Increase 


ncrease 


10.9 
10.0 


9.3 
9.0 
3.9 


12.6 


9.8 
7A 
5.1 
3.7 
1.3 
5.0 
5A 


126.5 
114.1 

127.3 
133.5 
104.9 
119.6 
112.2 
120.0 


119.8 











Stocks 
91.5 

97. 
93. 
85. 


Oe et 


85. 


114.7 
100.5 


89.9 


94.8 


415 


October, 1932 


_ 
> 


& Essential Oil Review 


Coming Conventions 


Association of Official Agricultural Chemists, Raleigh 
hotel, Washington, D. C., Oct. 31, Nov. 1 and 2, 19382. 

National Manufacturers of Soda Water Flavors, 
Cleveland, Ohio, Nov. 14 to 18, 1932. 

American Bottlers of Carbonated Beverages, Cleve- 
land Public Auditorium, Cleveland, Ohio, Nov. 14 to 18, 
1932. 

Associated Chain Drug Stores, on board ship to 
Havana, first week in February, 1933. 

Druggists Supply Corp., New York City, Feb. 13 to 
17, 1933. 

Annual 
16, 1938. 

Packaging Exposition, Pennsylvania hotel, New York, 
March 7 to 10, 1933. 

American Chemical Society, Washington, D. C., week 
of March 26, 1933. 

Mid-West 
April 3 to 5, 1933. 

American Drug Manufacturers Association, The 
Homestead, Hot Springs, Va., week of May 8, 1935. 
York City, May 


Drug Trade Dinner, New York City, March 


Trade Show, Hotel Sherman, Chicago, 


The Proprietary Association, New 
16 and 17, 1933. 

Insecticide and Disinfectant Associa- 
1935. 


Central 


Manufacturers’ 
tion, Edgewater Beach hotel, Chicago, June 5 to 7, 
Grand 


1935. 


Exposition of Chemical Industries, 
Palace, New York City, Dec. 5 to 10, 


N. A. R. D. Meets in Boston 


The annual the National 
of Retail Druggists closed in Boston, September 30, with 
the election of John A. Goode, of Asheville, N. C., as 
president over the administration slate candidate. M. 
L. Powell, of Denver; H. A. 
Secord 

vice-presidents. 


convention of Association 


Henry, Los Angeles. and 
George were 
chosen 
Samuel C. Henry, of 


Chicago, was unanimous- 
ly chosen secretary after 
an appeal to the conven 
tion 


circulated 


against statements 
about his 
William 
elected 
1,300 


activities, and 
Rheinbeck 


treasurer. 


was 
About 
members and guests were 
registered at the meeting. 

The went 
on record as 
the 
stores; condemning secrt 


association 
discouraging 
new 


opening of JOHN A. 


GOODE 


favoring 
publicity Nye and 
Capper-Kelly bills; urging druggists to push only such 
against 


allowances, 
the 


rebates, discounts and other 


for selling policies; endorsing 
items as allowed a living wage; protesting 
combination and force deals; urging manufacturers to 
absorb excise taxes; endorsing the National Drug Store 
Survey, and requesting manufacturers to publish cata 
logs based on a uniform discount of 50 per cent. A 
resolution favoring repeal of the 18th Amendment was 


tabled. 
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N.W.D.A. Holds Annual Meeting 


NARL F. G. MEYER, of the Meyer Brothers Drug 
C Co., St. Louis, was elected president of the National 
Wholesale Druggists Association at the closing session 
of its fifty-eighth annual convention which was _ held 
at the Greenbrier hotel, White Sulphur Springs, W. 
Va., September 18 to 22. Vice-presidents elected were: 
Van Gorder, of 
McKesson - Hall - Van 
Gorder Co., Cleveland; 
H. M. Hewitt, C. D. Smith 
Drug Co., St. Joseph, Mo.; 


George C, 


George 
ae ' 


Read, Geer 
Drug Co., Spartanburg, 
S. C.; Earl C. Scott, 
Southwestern Drug Corp., 
Fort Worth, and 
George A. Kelly, 3d, 
Kelly Co., 


Tex.; 


George A. 

Pittsburgh. 
the 

who 


Members of board 


of control were 
elected for three-year 
terms were: P. A. Hayes, 
Co., Greensboro, N. C.; George H. 
Kauffman, Kauffman-Latimer Co., Columbus, O.; Leo 
A. Lanigan, McKesson-Fuller-Morrisson Co., Chicago, 
and George V. 
Minneapolis. 


MEYER 


Justice Drug 


Doerr, McKesson-Minneapolis Drug Co., 
Albert H. Van Cleveland, 
was named honorary president of the association, and 


Gorder, 


lames W. Morrison, a former president, who is retired, 
was made an honorary member. 

At its the considered 
a number of questions of national importance. It went 
on record as in favor of reducing government expend- 
itures so that 
National Economy League and urged its members to 
the commended the work of the 
National Institute of Health; re-endorsed the Capper- 
Kelly Bill, and urged the early restoration of the two- 
cent first-class postage rate. 


business sessions association 


taxes might be lowered; endorsed the 


join organization; 


The following action was taken in respect to ques- 
tions in the trade: urged additional effort to increase 
use of standardized invoice forms, catalog pages and 
price cards; authorized the publication of a new 
edition of Distribution through the Drug Trade; voted 
to continue issuance of confidential, informative letters 
from the secretary’s office, and recommended the ap- 
propriation of funds for continued participation in the 
work of the 


The following were elected to associate membership 


Druggists Research Bureau. 

in the organization: 

New York: Dr. L. D. 
Medicine Company, St. Louis; 
bridge, Mass.; Potter Drug & 
Malden, Mass.; Sho>maker Corvorstion 
Vadsco Sales Corporation, Long: 
and Yardley & Co, Ltd., New 


Houbigant, Inc., LeGeat 
Brothers, Cam 


Chemical 


Lever 
Corporation, 
Elmira, N. Y.; 
Island City, N. Y., 
York. 


Of Assistance in Purchasing 
Personality Preparations 
We have always found THE PERFUMER of great as 
sistance to our merchandising and purchasing problems. 
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The “Rebottling” and “Blending” Game 


Original Purpose Lost with Trend of Business 


Vow Caution in Buying Needed 


by Richard E. Ball 


{TH the 
high 


popularity of 
grade perfumes in the United 

States which came as an aftermath of the World 
War, it occurred to several individuals about the year 
1920 that a 
the French perfumes in smaller quantities than were 
offered in the original creations of the perfumers them- 
It should be noted that 
small quantities has since that time been quite com- 
petently met by the perfumers both in the United States 
and in France in bottling their favorite odors in smal] 


increasing vogue and 


French 


business could be founded in rebottling 


selves. the demand for these 


retail packages of one-half ounce, ete. 
unknown in 1920. 


This was quite 


To whom shall be assigned the dubious fame of hav- 
ing been the originator of this type of 
little bit uncertain, but merit 
belongs to this idea should possibly be credited to Rich- 
ard Bennett that theatrical 
business and may still be connected with that industry. 

Richard Ma: tin 
Berwin, name of 


rebottling is 
perhaps a whatever 


who at time was in the 
Bennett secured the cooperation of 


then an accountant, and under the 
the Importers Exchange, Inc., all the popular French 
perfumes were sold by them in the rebottled condition 
in small 
of the Jennett 


his connection with the company and the enterprise was 


flaconettes. Shortly after the incorporation 


Importers Exchange, Richard ceased 


carried on for several years by Martin Berwin indi- 
vidually. The proved unprofitable and was 
finally disposed of to Milton Cahn & Co. After Milton 
Cahn & Co. were put under an injunction issued at the 
instance of Inc., against 
that the 


were not 


business 


Coty, further rebottling, it 
having been proved 
Milton Cahn & Co. 
business languished and finally disappeared altogether. 
field shortly 
Novelties 
Co. 


flaconettes put out by 
entirely genuine, the 
into this 
were: 


Other concerns which entered 
after the 


Trading Co., 


Importers Exchange Ivory 
I 3 


Prestoneites, Inc., LeBlume Import 

Boutay Co., Rarebits, Inc., Venus 

Inc., Solay & Ci 

Inc., Perfume Importing Co., Inc, 

Baron & 

IcXlvin Import Co. 
None of these 


to operate profitably and as far as 


Perfume Co., 


Chambers, Beautex Co, 
concerns was able 
is known, none of them is in exist- 


The busi- 


even 


ence at the present time. 


ness of rebottling perfume, 


where an attempt is made to us¢ 
the genuine article only, is possibly 


in its nature uneconomic, as an 
ood will built up by the rebottler 
must naturally be the good will of 
the orginal perfumer and _ not 
of the rebottler. 


in numerous 


Furthermore 


litigations, such 


DISPLAYS 
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restrictions have been forced upon the rebottler as 


to the that the public is 
naturally and rightfully timorous about purchasing an 


relabelling of his product 
article which on its face is not an original package 
as produced by the manufacturer. 
rouncing the rebottling of perfume on 
approved by the United States District 
the United States Circuit Court of 
stantially as follows: 


The formula for an- 

labels as 
Court and 
Appeals is sub- 


“Coty’s L’Origan Extract 
Rebottled by X. Y. Z. 

Co., New York, 
Independent of 


Chemical 


Wholly Coty.” 


It is also required that all of said wording shall be 
of the same siz 
that said 
shall conform to the same restrictions as are required 
in the labels. 


», type and general distinctiveness, and 


any circulars or advertisements of article 


Perfumes are notoriously delicate articles, but other 
ambitious souls have from time to time started proj- 
rebottled, 
but in which a certain percentage of the genuine per- 


cts in which the genuine perfumes were not 
fume was used and was said to be blended with another 
manufacture 
which would suggest the original and well known per- 
fume The 
ingredients 


liquid so as to afford a new article of 


used as an ingredient. purpose of using 


such well known perfumes as was mani- 


festly to get the benefit of the popularity and good 
will of the French perfumes and to offer the customer, 
who was in the habit of buying them in larger volume, 
bore the names of well known, estab- 


that 


products whic! 
brands at 
thought 


word 


lished 
It is 

that the 

“blend” 


this 


prices were considerably lower. 


used in 


connection —— 


BLENDS of FAMOUS PerFumes § 
C7. | 
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is misleading as the art of blending itself, whether 
applied to liquors, coffee, tea or tobacco is an ex- 
tremely difficult art requiring years of experience 
by persons having a natural aptitude for distinguish 
ing the delicate flavors in their specialties. If the art 
of blending perfumes is said to exist at all, it is an art 
a hundred times more difficult than the parallel art of 
blending such articles as tobaccos, coffees, teas and 
liquors, because the latter are definitely classified along 
well established lines and their ingredients are com 
paratively few in number. In the so-called blending 
of perfumes, however, we have to deal with a large 
variety of natural and synthetic perfume materials, 
some of which are entirely incompatible with each 
other and in which the interaction, slow or rapid, of 
incompatibles may nullify the effect of original 
odoriferous materials, or may result in a new odor 
entirely unpleasant. 

It is true that there have been attempts made by 
perfumers to encourage the public to blend their own 
perfumes, but these attempts have not been successful 
even where the range of suggested perfumes to be used 
was relatively limited. The word “blend” naturally 
denotes the union of two articles, each having an 
original flavor or odor, and producing by their union, 
a third pleasant and original effect satisfactory to the 
desires of the blender. 

Where, however, these blends have been created, as 
has been the case in many instances, purely for sales 
purposes to give an opportunity to dilute a well known 
extract, the effect produced may be very unlike that 
of the original odor and when sold on the reputation of 
the original odor may be very damaging to its good 
will. 

One of the first to try to put a blend of this kind on 
the market was the LeBlume Import Co., and in the 
case of Coty v. LeBlume Import Co., the Circuit Court 
of Appeals prescribed the form of labelling necessary 
for articles of this kind. 

In a more recent case tried in the United States Dis- 
trict Court for the Eastern District of New York before 
Judge Byers, the court held that a proper form of 
labelling is as follows: 


“ ... © Shalimar and... % Villon Blend 
Compounded by Samuel S. Klein doing busi 
ness under the Registered Name of Villon at 
1274-56th St., Borough of Brooklyn, City and 
State of New York.” 


As far as the rebottling of perfumes goes, this 
may not be unethical, viewed from the standpoint of 
the rebottler who says that he has a right to resell 
what he has bought in any quantities desired with 
the restrictions placed by the courts upon such resale 
as to labelling, etc. 

When it comes to the manufacture of mixtures and 
blends of well known perfumes, however, aside from 
the legal aspects of the case, it seems that this is a 
business which should be thoroughly discouraged not 
only by honest perfumers but by pharmacists, perfume 
shops, department stores and all retailers, as it is 
an attempt to sell an article by trading on the good 
will of an original manufacturer and in a fashion which 
is bound to be misleading and unsatisfactory to the 
consumer. 
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Beauty Show Held in New York 
M* RKED by large attendances, interesting and it 


structive demonstrations and lectures on _ all 
phases of feminine beauty and colorful displays « 
cosmetics and beauty shop appliances, the America 
Beauty and Styles Exposition was held in the Grand 
Central Palace, New York, October 17-20. The e 
position was produced under the direction of Leon Pol 
lack. A. Lincoln Bender was exposition manager and 
Florence E. Wall was in charge of the program. 

Various types of beauty accessories for the hair, face 
and body were exhibited, and demonstrations were given 
of all the latest appliances for beauty culture. Talks 
and demonstrations by beauty experts featured the 
afternoon sessions. The late afternoon and evening 
features included hair style revues and fashion show 
ings. Added attractions were the presence of stage 
stars, some of whom addressed the assemblage in the 
evenings. 

Among the exhibitors were: Bliss Laboratories, Inc.; 
S. Bonat & Brother; Contouré Laboratories; Coty, Inc.; 
Di-Lash Co., Ltd.; Egyptian Cosmetic Co.; E. Frederics, 
Inc.; Frigidine, Inc.; McCullough Laboratories; Na 
tional Oil Products Co.; New York Soap Co.; Nusheen, 
Inc.; Rapidol Distributing Co., and Y-Age Cosmetic 
Co. 


American Chemical Society Names Officers 

The selection of officers of the American Chemical 
Society for 1932-1933 by professional divisions was 
made public recently by 
Dr. L. V. Redman, presi- 
dent of the organization 
and vice-president and 
director of research of the 
Jakelite Corp., Bloomfield, 
N. J. In the division of 
Organic Chemistry, the 
following officers were 
named: 

Chairman, Professor C. 
S. Marvel, University of 
Illinois; secretary, Pro- 
fessor Arthur J. Hill. 
Yale University; execu- 





tive committee, Professor 


Dr. L. V. REDMAN 


Homer Adkins, University 
of Wisconsin; E. C. Britton, organic research chemist. 
Dow Chemical Co., Midland, Mich.;: Professor John 
Johnson, Cornell University. 


After-Shaving Preparations in Netherlands 

Jarbers use most generally French, Dutch or German 
liquids for after-shaving lotions. Most popular brands 
are said to be the French “Pinaud,” German “Dralle,” 
and Dutch “Boldoot.” Good quality products cost at 
retail approximately $0.80 to $1.20 per bottle of 500 
grams. Creams and powders are used by barbers and 
private individuals. France, Germany, Great Britain 
and the United States are believed to be the main sup- 
pliers, but some local products also enjoy a good 
demand. 
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Private Brand Growth Analyzed 


Report of Federal Trade Commission Shows Lower 


Prices and Larger Profits for Stores 


by C. W. B. Hurd 


ASHINGTON, Oct. 11.—An 
on the growth of chain store private brands has 


exhaustive report 

just been completed by the Federal Trade Com- 
mission, but is not yet available in detail form. How- 
ever, a summary of this report, together with a rather 
detailed letter of transmittal to the Senate, 
ordered the investigation, shows that in 1930 
stores sold more than $750,000,000 worth of 
under their private brands. 


which 
chain 
products 


This total included an unspecified amount of toiletries 
and proprietaries sold by drug 
chains, which figure throughout 
the report, but in a minor fash- 
with grocery 
meat stores, in which fields chain 


ion compared and 
operation as well as private brand 
business has had its greatest de- 
velopment. 

The principal 
Commission 


finding by the 

that private 
brands generally are sold at equal 
prices than standard 
brands, but that they return a 
considerably larger profit. It re- 
ported that “the trend of private 
brand business 


was 


or lower 


appears to be 
definitely upward in grocery and 
meat chain systems, drugs, 
women’s clothing, and men’s and 
women’s shoes,” 

The letter of 


pared to 


transmittal 
the 
apparently contained all of the 
principal findings of the Commis- 
sion 


pre- 


accompany report 


these letters usually are 
more clear than the reports themselves, although only 
the latter contain the 


statistics. 


illuminating tables of actual 


Policy of Cutting Prices. 
letter that 
generally chain stores “follow a policy of cutting the 


Foremost in the was the statement 
prices on standard brands of merchandise to a point 
where they yield little or no profit, making up this 
difference on the sale of the higher profit private brand 
goods to which they endeavor to switch their customers 
so far as practicable.” 

It will be that in Trade 
Commission investigations reported in THE AMERICAN 


recalled previous Federal 


PERFUMER it has been shown that soap is a commodity 


frequently used by chain stores to attract business. 


I'requently toilet soaps of standard brand and qualities 
are cut in price far below a normal retail figure as a 
“puller” to gain new customers for chain stores and 


other cut rate outlets. 
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Chains Advocate Private Brands 
The Commission noted that “a large proportion of 
retail chain organizations advocates 


are strong 


of private brand merchandising,” advancing a score of 
reasons, chief among which are the factors of 
profit, better and the 


ardize. Claims also are made that 


higher 


values opportunity to stand- 


advertising is sim- 
plified, but elsewhere the Commission stated that private 
brands seldom figure in national advertising campaigns. 
It did find, however, that “many of the chains are com- 

paratively indifferent to private 
brands.” 

Many phases of the report are 
apparent 
that the Commission found many 
arguments on both 
question in all of its phases, and 
the letter of transmittal indicated 


inconclusive, as it is 


sides of the 


that the report is composed prin- 
cipally of arguments pro and con 


that will provide material for 
many future Congressional de- 
bates. 


It was found that drug chains 
which 
the proportion of private brand 


are among ten groups in 


owners is greater than the aver- 
age for all types of retail chains 
In the drug and the other nine 
chains in this exceptional group 
37 cent of the 
chains in each case own private 


more than per 
brands. 

The letter of 
dealt 
particular 


transmittal as it 


with drug chains or other 


factors of interest to manufac 


general 


turers of soaps and toiletries follows in part: 


Prices and Profits 
“An from 25 
chains on 
drug 


disclosed 


analysis of quotations received drug 
brands of 
toilet 


only 


private and competing standard 
miscellaneous 
that the 


167 private brand articles on which quotations were 


and products and articles 


gross profit on one of the 


than 33.3 which was the 
1929 for all 


chains reporting their operating expenses to the com 


received was less per cent, 


average cost of doing business in 


drug 


mission. In contrast, the gross made on 


profit 
half of the 247 standard brands on which reports were 


over 


Stating this in 
another way, only about one-half of one per cent of the 
54.3 per cent of the 
March 30, 1929, at 


doing business 


received was less than 33.5 per cent. 


private brands, as contrasted to 


standard brands, was being sold on 


less than the average cost of in drug 


chains. The gross profit was 65.0 per cent or more 
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on 42.5 per cent of the items bearing private brands, 
while the highest gross profit reported for any stand- 
ard brand was 60.9 per cent. 

“Although the mark-up on private brands was equal 
to or higher than that on competing standard brands, 
according to a majority of the reporting chains, never- 
theless private brands generally were priced lower than 
because of lower 


competing standard brands chiefly 


cost. 
“The 


private 


most frequently reported reason for pricing 


brands higher than standard bands in the 


chains which followed this practice was that no retail 
price for private brands was established by competition 


Three other important reasons were: First, because 
private brands were usually of higher quality than 
standard brand products; second, because a larger 


profit on private brands was desirable in order to off- 
set the small profit made on standard brand merchan 


dise; and third, because more sales effort was required 
to sell private brands. 

“The most common reason reported for pricine 
private brands lower than standard brands, the policy 


followed by the majority, was that private brands cost 
Other That a 


the chief sales argument in selling private brands, 


price is 
that 


less. reasons given were: low 


a low price on private brands attracts customers to 
the store, and that a low price increases private brand 
sales thus building up a repeat business on such brands. 

“The reason most frequently reported for making the 
prices on private brands the same as those on standard 
brands was that such a policy furnished a reasonable 
profit or a fair basis for profits. Other important ea- 
sons reported were that ‘The quality is the same, there 
fore the price should be the same,’ and ‘meeting com 
petition of standard brands.’ . 


“In the comparison between private brands and com- 


Appeal Won in Advertising Suit 


The Circuit Court of Appeals for the Eighth Circuit 
has reversed the U. S. District Court for the Eastern 
District of Missouri in the case of Benjamin Ansehl 
Puritan Pharmaceutical Co. and Beecher-Cale- 
all of St. Louis. Mr. Ansehl sued Puri- 
tan Pharmaceutical Co. and Beecher-Cale-Maxwell, Inc., 
in the District Court, claiming that the defendants had 

Attorneys for 
Beecher-Cale-Maxwell, 


against 
Maxwell, Inc., 


copied an advertisement. Puritan 


Pharmaceutical Co. and Inc., 
moved to dismiss the complaint on the ground of lack 
of equity, and this motion was granted by the District 


Court. 


The Circuit Court has now reversed this dismissal 
and has remanded the case to the District Court with 
instructions that Puritan Pharmaceutical Co. and 


Beecher-Cale-Maxwell, Inc., be permitted to answer the 
original complaint and proceed from that point. 


Enjoins Use of “Libby” on Flavors 

Isadore B. Saffrin, of Minneapolis, 
operating a firm under the name of Libby’s Flavoring 
Co., has been enjoined by Federal Judge Gunnar H. 
Nordbye from using the word “Libby” or “Libby’s” in 
with his 


who has been 


connection business of selling cosmetics. 
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peting standard brands having the highest mark-up, a 
total of 53 comparative price quotations was received 
from drug chains, 41 of them being on drug and miscel 
toilet If a cus 
tomer had purchased 82 drug and miscellaneous prod- 
ucts (41 
pcting standard brands) on March 30, 


laneous products and 12 on articles. 
bearing com- 
1929, from the 


drug chains reporting, the private brands would have cost 


bearing private brands and 41 


In other words, 


15.7 per 


$23.79 and the standard brands $28.23. 
the private brands were lower by $4.44, or 
toilet preparations on which 
quotations have $5.44 on 
March 30, 1929, as contrasted to $7.40 for the compet- 


cent. Private brands or 


were received would cost 


ing standard brands. That is, the private brands were 
26.5 per cent lower than the standard brands. Ten of 
the 41 private brands of drug and miscellaneous prod 
ucts were sold at higher prices than competing stand- 
it a lower price, and in three 
Four of the 12 


were 


ard brands, 28 were sold 
both 
private 


cases were the same price. 


toilet 


competing 


brands of articles sold at higher 


prices than standard brands, five were 
seld at lower prices, and in three instances both were 
the same price. 

“In the comparison between private brands and com 
peting standard brands having the lowest mark-up, a 
total of 283 comparative prices was received from drug 
miscellaneous 
All the drug 
which quotations were 
March 30, 1929, as 


competing: 


chains, 15 of them being on drug and 


products and eight on toilet proparations. 
articles on 


and miscellaneous 


have cost $8.59 on 
$9.17 for the 


In other words, the private brands were lower 


would 
with 


received 


contrasted standard 
brands. 
by 58 cents or 6.3 per cent. By way of contrast, the 
toilet articles bearing private brands would have cost 
$5.68 and those bearing standard brands would have 
cost $5.03, or the saving on private brands would have 


been 26.8 per cent.” 


Toiletries Imports Decline Sharply 
Washington, Oct. 11. 
of toilet 


A drastie decline in imports 


preparations into the United States during 


the past two years is shown in a brief. statistical 
study recently issued by the Department of Com- 
merce. This study treats only with finished products, 


or those which are classed as ready for “consumption.” 
1919 to 
imports, 


During the 12 years from 1930, the average 
including toilet 


perfumes and toilet waters as well as 


annual value of such and 
medicated soaps, 
all other types of face, mouth, hair and skin prepara- 
$8,900,000. In 1931 they 
dropped to $1,580,000, and in the first six months of 
the current year amounted to about $500,000. 

The 


perfumes and toilet waters. 


tions, was approximately 


greatest decline in these imports has been in 

From a 12-year average 
of $2,734,000, trade in these toiletries declined to $714,- 
000 in 1931 and to $189,000 in the first half of 1932. 
Cosmetics, dentifrices, tonics, 


hair creams, 


etc., averaged in these earlier years $712,000 annually; 


powders, 


in 1931, the figure was $474,000, and up to July, 1932, 
only $147,000 worth were imported. Less import busi- 
is also being done in toilet The 12-year 
average value of these imports was $404,000; in 1931 
they had fallen to $389,000, while in the first half of 
1932 they amounted to only $133,000. 


ness soaps. 
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[Importers Join A. M. T. A. in Body 


oa RLES S. WELCH, manager of the Associated 
A Manufacturers of Toilet Articles, has announced 
that the group of manufacturers forming the Per 
fumery Importers’ Association has joined the 
\.M.T.A. in a body. In order to provide proper 
representation for these members in the counsels of 
the association, Cecil Smith, of Yardley & Co., Ltd., 
has been elected second vice-president, and F. J. Scanlon, 
of Coty, Inc., and Ralph Aronson, of Bourjois, Inc, 
have been named members of the executive board. 
The name “Perfumery Importers Association” will 
be retained by these members in order that they may 
handle problems pertaining to imports which do not 
come within the scope of the Association Manufac- 


turers of Toilet Articles or in which their interests and 


those of the Associated Manufacturers do not coincide 


Credit Bureau Continued 


The very efficient credit bureau which has been main- 
tained by the Perfumery Importers Association will 
ve continued, and members of the A. M. T. A. will in 





CECIL SMITH RALPH ARONSON 

the future be eligible for this very valuable service. 

Several of the most prominent 

A. M. T. A. have already joined the credit bureau. 
Officers of the A. M. T. A. are now: H. Henry 


Bertram, A. P. Babcock & Co., president; Everett B. 


Hurlburt, J. B. Williams & Co., first vice-president; 
Cecil Smith, Yardley & Co., Ltd., second vice-president ; 
Daniel J. Mulster, Ferd. Muelhens, Inc., treasurer; and 
Charles S. Welch, secretary and manager. 

Officers of the Perfumery Importers Association are: 
B. E. Levy, president; B. M. Douglas, Bourjois, Inc., 
vice-president; B. M. Douglas, Jr., Bourjois, Inc., secre- 
tary; and Charles S. Welch, treasurer. 


Committees Appointed 


Abel I. Smith, general counsel of the A. M. T. A., 
has been appointed chairman of the enlarged trade 
practices committee. With Mr. Smith will serve ©. M. 
Baker, Pond’s Extract Co.; Cecil Smith, Yardley & 
Co., Ltd.; Richard Stern, Ferd Muelhens, Inc.; Ralph 
Aronson, Bourjois, Inc.; Hugo Mock, attorney for 
Perfumery Importers Association; and Charles 5S. 
Welch, manager of the A. M. T. A. 

Frank J. Lynch will again head the entertainment 
committee, and with him will serve L. R. Root, Scovill 
Manufacturing Co.; W. C. Young, Swindell Bros.; 
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members of the 


P. W. Hyatt, Brass Goods Mfg. Co.: C. E. 
Hagerty Bros., & Co.; E. M. 
Corp.; E. W. 
Gogarty, Rossville Commercial Alcohol Corp.; Karl 
Voss, Shoup-Owens, Inc.; H. C. 


Kelly, 
Kaylor, Metal Package 
King, Lorscheider Schang Co.; B. J. 


Seaman, Armstrong 
Cork & Insulation Co.; W. P. Murray, Continental Can 
Co.; Edmund Hoffman, Jr., American Can Co.; W. E. 
Klaas, Consolidated Safety Pin Co.; Charles Fisch- 
beck, Ungerer & Co., and A. C. Burgund, Carr-Lowrey 
Glass Co. 


N. A. A. I. Plans Laboratory for Design 

In an effort to increase its service to manufacturers, 
the National Alliance of Art and Industry is planning 
to establish an experimental laboratory, a_ library 
of design and a complete color service at its head- 
quarters in the Art Center Building, New York. The 
Alliance was organized by a group which sought 
improvement of design in industry and the creation 
of a clearing house through which the designer could 
reach the manufacturer. Manufacturers are admitted 
in the form of an “Industrial Membership.” 

Exhibitions and lectures are held regularly at the 
headquarters. 


for the 1932-33 season, and in addition ten clinics on 


A series of 30 or 40 lectures is planned 


the subjects of color, new materials and new uses of 
materials have been scheduled. 


Czechoslovak Market for Cosmeties 


Some 15 or 20 Czechoslovak concerns, not including 
druggists who mix and sell their own preparations 
direct, giving employment to about 1,000 workmen, 
are engaged in the production of toilet soap and 
preparations, and the total annual domestic produc 
tion is estimated at about $2,100,000, or nearly 15 
cents per capita. The industry, which is_ located 
mainly in the Northern part of the Province of 
3ohemia, near the German frontier, is almost entirely 
dependent on imports for raw materials, except alco- 
hol. These, with the exception of fats, come principal- 
ly from France and Italy. 

Although cosmetics manufactured locally are fairly 
xood and much less expensive than imported articles, 
they do not find favor with the better class and are 
not handled in the exclusive shops. Only one domes- 
tic firm has a store dealing exclusively in its products. 

In 1931, Czechoslovak imports of cosmeties of non- 
alcoholic content totaled 86 metric tons, valued at 
$212,640, of which France supplied 53 per cent, Ger- 
many 18 per cent, Great Britain 12 and the United 
States 10 per cent. In the first five months of 1932, 
non-alcoholic cosmetics imported dropped 12 per cent 
in quantity and 17 per cent in value from the same 
period in 1931. 

Cosmetics with alcoholic content (mainly perfumes) 
were imported to the amount of 10 tons, valued at 
$42,570, in 1931, of 
France. They declined by 25 per cent during the 


which two-thirds came from 


first five months of 1932, as against the same period 
of the preceding year, falling from 4 tons valued at 
$17,000 to 3 tons valued at $11,190. 


Commissioner Sam E. 


(Assistant Trade 


Woods, Prague.) 
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The Retail Sales Curve 

N another page are presented a table and a 

chart with some brief explanatory matter 
covering sales of toilet articles and drug sun- 
dries in a considerable number of department 
stores located in the territory served by the 
New York Federal Reserve Bank. The statis- 
tics compiled by the bank have been reduced to 
percentages on the basis of sales during 1928, 
and the picture which they present is interest- 
ing indeed. While it is impossible to advance 
the theory that the curve of sales shown in this 
compilation affords a complete and accurate 
picture of retail business in toilet preparations 
in all outlets throughout the country during 
the depression, the chart and figures do show 
that the industry has not suffered to the extent 
generally believed and that, in Eastern depart- 
ment stores at least, there was a steady growth 
until early in 1932, since which time the de 
cline has been moderate indeed. 

A survey of a number of drug and beauty 
shop outlets made during the last few weeks 
shows that the notable increase in department 
stores sales has been only partially the result of 
changing distribution. Druggists report that 
sales are smaller than in 1928. Estimates as 
to how much they are off range from 5 per cent 
to 15 per cent, but these figures are rarely 
based on anything better than memory, influ- 
enced no doubt by general depression psychol- 
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a ls 


A fair estimate on drug store sales for 
1932 as compared with 1928 gained from this 
survey would be a decline of about 8 per cent. 
In beauty shops, preparations sold, as distinct 
from services rendered, seem to show an in- 
crease over 1928 which may be estimated at 
about 5 per cent. Barber shops were also can- 
vassed, but, due to the nature of the business 
and rapidly shifting ownership together with 
the lack of anything approaching systems of 
accurate records, no reliable estimates could 
be secured. Their share in toilet preparations 
business with the exception of a very limited 
number of ‘“‘barbers supplies” is, however, not 
very important. 


ogy. 


The results of this survey seem to 
show that the gain in toilet goods 
business even during a period of pro- 
nounced depression in general busi- 
ness has been steady and strong, 
amounting now to nearly twenty per 
cent over the levels of 1928. 


The president of one of the largest toilet 
preparations companies, returning recently 
from Europe, said in an interview that “‘faced 
with the choice of a good meal or aids to 
beauty, a woman would scarcely hesitate in 
choosing the latter.” This statement may not 
represent the viewpoint of the American 
woman accurately, but there can be no doubt 
that even during a period when pennies must 
be stretched continued to purchase 
beauty aids in large volume. In some cases 
economic necessity has even compelled this at 
the expense of other things, for she realizes 
that her search for a job or her efforts to hold 
one depend in good measure upon her appear- 


she has 


ance, 

That is one reason for the remarkable show- 
ing of toilet preparation sales during the de- 
pression. But in our opinion there is a more 
important influence which may, to some extent, 
have been overlooked. Many lines of endeavor, 
when business slackened, sought methods of 
curtailment, and with gleaming eyes pounced 
upon the advertising appropriation to bear the 
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American Can Co. 
New York City 
AMERICAN PERFUMER AND ESSENTIAL OIL REVIEW, 
432 Fourth Avenue, New York City. 


GENTLEMEN: The long period of years in which 
our company has THE AMERICAN 
PERFUMER is evidence of the high regard in which 
we hold your publication. 
regard is from a purely business side. We 


advertised in 


But that expression of 
feel 
we should like to add a personal note at this time 
as a more accurate reflection of the fine relation- 
ship which has existed between our two organi- 
zations for so long. 

highest respect for 
your publication, and that respect is continually 
THE AMERICAN PERFUMER has been in- 
creasingly interesting and informative 


We have always had the 


growing. 
increas- 
and, we believe, in- 
creasingly productive for us as advertisers. 


ingly a power in its field 





We want you to know that you have our con- 
gratulations for the fine job you are doing, our 
and 


appreciation of your spirit of helpfulness, 





our best wishes for your continued success. 
Cordially yours, 
AMERICAN CAN Co. 
by C. MACFARLANE. 





first onslaught in the battle against high costs. 
Toilet preparations manufacturers, perhaps 
better aware of the importance of continued 
and strengthened publicity in slack times, took 
the reverse course. Very few of them cur- 
tailed advertising. A number of them IN- 
CREASED their APPROPRIATIONS or de- 


vised more effective means of using them. 


News- 
mail ap- 


Every medium was used. 
papers, magazines, direct 
peals, outdoor advertising—all were 
utilized to keep the idea of health 
and beauty foremost in the public 
mind. Radio was employed to an ex- 
tent and in a way hardly imagined a 
few years ago. And while other in- 
dustries found volume dropping off, 
sales curtailed and factory produc- 
undergoing forced 
the toilet preparations industry con- 


tion economies, 


tinued to advance. 


Without drawing invidious comparisons, it 
may be noted also that the individual com- 
panies which made use of increasingly effective 
publicity have made by far the best showing 
during the last three years. Those which 
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failed to keep up the pace set by their more 
far-sighted competitors have done less well, 
although the entire industry has been carried 
along on the momentum of the effective pub- 
licity of those who continued and expanded 
their efforts. 

Now, with at least some favorable signs of 
recovery on the horizon and with a generally 
more optimistic feeling pervading the world of 
finance and business, the industry seems to be 
in an enviable position to go on to even greater 
volume and achievement. We congratulate the 
manufacturers, not only on the splendid statis- 
tical showing made during the last three years, 
but more especially on the vision which they 
have displayed in combating the depression 
and paving the road to greater achievement 
after. 


The Greater Association 


T is indeed a pleasure to congratulate Charles 

S. Welch, manager of the Associated Manu- 
facturers of Toilet Articles, on the 
which has attended his efforts to bring the en- 
tire group of importers of toilet preparations 
into the broader which resulted 
from action taken at the last annual conven- 
tion. That result has just been consummated 
by the action of this group in joining the A. M. 
T. A. in a body. The interests of these im 
portant houses virtually identical with 
those of the strictly American manufacturers. 
In fact, so close had become the contact of the 
groups that during the revision of the tariff 
law two years ago they were able to unite on 
the affecting imported perfumes, 
which, if anything, might be an issue between 
them. 

The reorganized and revitalized association 
is now ready to go forward along broader lines 
with the complete support of every element in 
the industry. It is a matter on which not only 
the association and its members, but the entire 
industry are to be congratulated. 


success 


association 


are 


provision 


Under the circumstances and with 


a broad and interesting program of 


laid for the 
years, it should not be necessary to 


activity down coming 
urge companies of standing in the in- 
dustry to become members of the as- 
sociation. It now offers them more 
than has ever been presented before 
in the way of a program of construc- 


They need the 


association more than it needs them. 


tive accomplishment. 
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Problems of production, merchandising, 
credits, finance and a host of others remain to 
be solved, and as rapidly as they are solved, 
others will undoubtedly present themselves. 
The Associated Manufacturers of Toilet Arti- 
cles is now equipped to do more than its share 
in the attack which must be made upon these 
If you are a member, you will play 
an increasingly important part in the solution 
of these problems. If you are not, you can 
searcely afford not to join. 


questions. 


Sharing the Work 

ROGRESSIVE soap manufacturers have 
fallen in readily with the plans of the 
“Share the Work” campaign and have insti- 
tuted what is known as the “five-day week” in 
the industry. Other companies are falling into 
line rapidly, and the policy seems likely to be 
quite generally adopted at least during the pe- 
riod of unemployment and emergency. As an 
emergency measure it is worthy of support. 
Doubtless it is better for all to work five days 
at reduced pay than for a large percentage of 
the workers to have no employment whatever. 
In addition, there is an idea back of the five- 
day week which may, if broadly developed, be 
of more than transient value in a period of 
But it will require a BREADTH OF 
VISION and a BOLDNESS IN PLANNING 
AND EXECUTION which but few of our busi- 


ness executives as yet possess. 


stress. 


Depression in the last analysis is caused by 
lack of purchasing, and the most fruitful cause 
of lack of purchasing is the lack of money 
with which to buy. Sharing work at cut wages 
will not cure this situation no matter how de- 
sirable it may be as an emergency measure. 

The five-day week without wage reductions 
will accomplish something along these lines for 
permanent good and for the prevention of fu- 
ture business debacles such as that of the last 
three years. Roughly the five-day week should 
mean the employment of about 20 per cent of 
additional workers. At no reduction in wages 
this would release about 20 per cent more pur- 
chasing power among the ve ry classes on whose 
buying the safety and progress of all industries 
Obviously a 20 per cent increase in 
purchasing power spread over the working 
classes would pull business and industry out of 
almost any slump no matter how severe. 

The New York Daily News, one of the most 
progressive and successful daily newspapers in 


depend, 
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the world has adopted just this plan. Its staff 
will work five days at full six-day pay. It 
promises to report editorially on the success of 
the plan from time to time, admitting frankly, 
as anyone must, that it is an experiment and 
only the event can demonstrate the soundness 
of the proposal. 

All progressive and forward looking business 
executives will watch this effort to correct con- 
ditions by permitting the workers a fairer 
share of the returns with great interest. 
Many will expect it to succeed and all should 
hope for its success and general adoption. 


The “Paris Label” Question 
(A Letter to The Editor) 


EDITOR, THE AMERICAN PERFUMER & ESSEN- 
TIAL OIL REVIEW, 

Sik: I have frequenly urged the necessity 
for American manufacturers to undertake a 
campaign of “debunking” the “bunk” with re- 
lation to the propaganda and advertising of 
so-called “French” toilet preparations supposed 
to be imported from France. I had hoped that 
some progress would be made in this respect 
because it had been urged, as I recall, by your 
Journal that mention of this be made by Amer- 
ican manufacturers of cosmetics in their ad- 
vertisements and over the radio. But appar- 
ently no progress has been made. 

As illustrative of how far this practice is 
being indulged in, we received a circular letter 
recently in which the offer of imported bottles 
is boldly made. The letter states, “. . . . all 
our bottles are made by skilled hands in 
France, each bottle exquisitely finished and 
stamped ‘Made in France’, synonym of ‘Sales 
Appeal’.” 

But the agent of this bottle manufacturer is 
not the only offender. So-called reputable 
manufacturers whose products are made right 
here in New York City have imprinted upon 
their packages, “Paris,” thus conveying clearly 
the synonym of “sales appeal” that it comes 
from “Paris.” Of course, the purpose and in- 
tent of such misrepresentation is perfectly ob- 
vious and clear. 

I am wondering whether any action has been 
taken or is actually contemplated to stop prac- 
tices of the sort referred to which are so preva- 
lent and appear to be increasing. 

NEW YORK CITY 
OCTOBER 6, 1932 


30-KAY PERFUME Co. 
J. Rouss, President. 
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French Oil of Clary Sage 


by Dr. Ernest 8S. Guenther 


Chief Research Chemist, Fritzsche Brothers, Inc. 
New York City 


[L of clary sage (Salvia Sclarea, L) is an essential 
oil of great interest to the perfumer as well as 


to the flavor manufacturer because it combines 


re 
¥ 


delicate fragrance with power of odor. Its 
delightful and strong first note reminding 
of delicious old wines, changes in the 
course of evaporation into a sweet amber 
like scent characteristic of well-known 
perfumes. Yet, it seems that oil of clary 
sage has not yet sufficiently found the gen- 
eral appreciation it deserves in spite of 
the esteem in which it is held by connois- 
seurs. This may be due to the fact that 
the oil during recent years has undergone 
some abnormal price fluctuations putting 
it beyond the reach of the average con- 
sumer. For this reason, inferior mixtures have ap- 
peared on the market, partly in the form of badly adul- 
terated oils and partly in the form of artificial com 
pounds which did great harm to the reputation of the 
genuine oil. From an abnormally high price level in 
1928, oil of clary sage dropped to an extremely low 
value in 1931/32 with the result that the French fai 
mers are now discontinuing their clary plantations a 
absolutely unprofitable. Two years from now the last 
of the old clary cultivations will be exhausted, and then 
the inevitable scarcity of oil will probably lead to an 
increase in price inducing the farmers to start new 
plantations. Producers as well as consumers are 
equally interested in stable prices leaving a legitimate 
profit to growers and distillers yet keeping the price 
of the oil within sound economical limits. 


Producing Regions 


Oil of clary sage is produced principally in the South 
of France, in the Department of Alpes-Maritimes (neat 
Grasse, Pegomas, Vence), Basses-Alpes (near Barreme, 
Valensole), in the Departments of Drome, Vaucluse and 
Bouche du Rhone. The most important region of pro 
duction is in the Department of Var (near Montauroux, 
Fayance, Seillans, Bargemon, Figamieres and Lorgues). 

Salvia Sclarea, like Lavendula vera, grows” wild 
upon calcareous soil on elevations exposed to the warm 
sun of La Provence and as such produces a very fine 
quality of oil. However, the wild plant is seldom har- 
vested and distilled on account of the excessive cost 
of cutting. Practically all plant material originates 
from plantations which are undertaken, not on the 
large scale of lavender cultivation, but rather on a 
small scale giving on the average up to 5,000 kg. of 
plant material per hectare. The farmers in most cases 
sell their clary plants to the distillers in Grasse or 
elsewhere. 


As mentioned, high altitude, calcareous soil, ample 


exposure to sunshine and occasional rainshowers giv 
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a splendid oil and rich yield. Thus it can be explained 
why plantations situated in higher regions and on dry 
ground as found in the Departments of Var, Basses 
Alpes, Drome, ete., are much more profit- 
able than those located in the plains. 
Rich, humid and artificially irrigated soil 
produce high plants with large woody 
stalks and relatively few fiowers thus 


yielding comparatively less essential oil. 


Cultivation of Clary Sage Plants 


To start a plantation of Salvia Sclarea 
the seed is first planted in a nursery, 
usually in spring, and during the follow 
ing fall the young plants are set out in 


2’ x 2 apart. 


the open, in regular rows 
Dry calcareous soil should be chosen and a location ex 
posed to sunshine. The altitudes of Lavendula vera 
and the lower altitude of Lavendula spicata are well 
suited for clary sage cultivations. The plant is hardy 
and thrives in poor soil, in fact on dry ground it is 
likely to develop two to three times as much essential oil 
as on rich and irrigated alluvial soil. No fertilizers 
are required and two or three hoeings or simple plow 
ings are sufficient. The following Summer will yield 


a small, and the next Summer, a full harvest. 


Harvesting of Clary Sage Plants 

Harvesting is done during July, sometimes at the 
beginning of August, when the seed assumes a light 
tobacco color. The plants are cut by hand with a 
sickle as are lavender flowers. The farmers selling 
their plants to distillers are interested in good weight 
and therefore like to cut as low as possible thereby 
including a lot of dead weight consisting of woody 
stalk material and containing no essential oil. The 
distillers on the other hand insist upon obtaining and 
paying for the flowering part only. 

In years of ample sunshine and rains sometimes a 
second harvest can be obtained in October, as in the 
case of Algerian geranium oil. However, this Fall’s 
harvest yields far less plant material and also rela- 
tively less essential oil 

A plantation in rich and irrigated alluvial soil does 
not last more than two to three years while planta- 
tions on dry, calcareous and not irrigated soil sometimes 
last five to six years, giving a normal yield up to the 
last year when harvesting becomes unprofitable. Then 
a new plantation must be started and the location 


changed. 


Price of Flower Material 


) 


2.50 franes ( 10 cents) were paid during 1924/25 for 





one kilo ( 2.2 pounds) of clary sage flower material 





which price during 1931 dropped to 0.60 franes ( 


cents) per kilo, and in 19382 to 0.30 franes ( 1.2 
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cents). It may be estimated that one franc (—4 cents) 
should be the minimum price paid to the farmers. 
Below this they can hardly be induced to continue their 
clary plantations, 


Distillation of Oil of Clary Sage 


The plant material should be distilled as fresh as 
possible in order to avoid loss of essential oil due to 
evaporation. Distillation is carried out with direct 
steam. A still of 500 liters capacity is charged with 
about 100 kilos of plant material, live steam is blown 
through for about one hour, resulting in about 500 
liters of distillation water and a certain amount of 


essential oil. If the plants contain a lot of stalk 
material, it is advisable to cut off the woody parts and 
to distill the flowers and leaves alone which will result 
in saving of steam. 


Exact and systematk 
distillation experiments 
carried out under’ the 
writer’s supervision in 
Seillans during 1930/31 
showed that the stalks of 
Salvia Seclarea contain no 
essential ol. 


Yield of Oj 


The yield of oil of clary 
sage is subject to wide 
fluctuation. It depends up- 
on the weather and also 
upon the condition of the 
plants as to whether they 
are dry or moist, hence of 
higher or lower weight re 





sulting in a correspond- 
ing change in the per- 
centage of oil. 

Primarily, however, the 
yield of oil of clary sage is 











influenced by the origin of the plants. We have already 
explained that Salvia Sclarea growing on dry cal 
careous soil remains comparatively small thus giving 
a good yield of oil while plants cultivated on rich and 
irrigated soil grow much higher stalks and fewer 
flowers resulting in less essential oil. Thus, for ob- 
taining one pound of oil of clary sage, 1,400 pounds of 
plants originating from the Pegomas plain were neces- 
sary whereas for the same amount of oil only 680 
pounds of plants grown in Barréme were required. 
However, these figures must be considered as extremes. 

As to plants of the same origin it required, during 
1931 in Seillans (Var), 700 pounds of clary plants 
for one pound of oil, while in 1930 it had required 1,050 
pounds per pound of oil of clary sage. 


Physical Properties 
The constants of oil of clary sage undergo consider- 
able variations. As limits we might give the following 


ngures: 

Specific Gravity d15° O.S9OS to 0.930 (seldom higher) 

Optical Rotation al) -10° to -60 

linalyl Acetate Conten 10% to 72% 

Refractive Index D20° 1.464 to 1.474 

Solubility Soluble in 2 volumes of SO”; 
aleohol, turbid with more; soluble 
in O.5 volumes of 900% alcohol 


ypalescent with more. 
A genuine oil as distilled under the writer’s super- 
vision during 1931 shows the following properties: 


Specific Gravity 15° ¢ O05 

Optical Rotation ZO ¢ n° 44’ 

Acid Number 0 

‘ontent of Linalyl Aeetate 2.4% 

evaporation Residue 6 

Solubility Soluble in O41 volumes 90°; 
alcohol; clondy with more 

Refractive Index nD20°; 1.4660 


Chemical Constitution 
The main constituent of oil of clary sage is linalool 
which occurs in its free form and also as acetate. 
Applying Glichitch’s interesting method of determining 
the content of free alcohol by cold formylation, it can 
be shown that there exists a reverse relation, in oil of 








































APPEARANCE OF THE CLARY SAGE PLANT AND Two TOWNS NEAR WHICH IT 


GROWS, CAILLANS AND SEILLANS 
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clary sage, between the percentage of free 
linalool and the percentage of linalyl 





acetate. Clary sage oils of lower linalyl 





acetate content contain correspondingly 





more linalool and vice versa. A_ similar 
relation exists in the case of oil of lavender. 
(See Les Parfums de France, |1924| 263 


and Les Parfums de France 6 |1928], 262.) 





Adulteration of Oil of Clary Sage 
Oil of clary sage, especially during periods of 
excessive high price, has been 
the subject of much adultera- 
tion which deprives the oil of 
its strong, fragrant and yet so 
delicate character. Synthetic 
linalyl acetate, oil of linaloe 
and particularly oil of laven- 
der are among the most com- 
monly used adulterants — be- 
cause these oils containing, like 
oil of clary sage, linalool and 
linalyl acetate, blend well with 
it, in respect to odor, as well 
as in regard to properties. A 
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skillful composition taking into consideration the main- 
tenance of the correct physical constants, if added in 
moderate proportions to oil of clary sage, is hard to detect 
chemically, although the odor of the original oil must 
necessarily suffer. A few years ago, several different 
lots of oil of clary sage were found on the market con- 
taining almost identical amounts of diethyl phthalate. 
Probably these lots originated from the same source 
and were prepared by mixing genuine oil of clary sage 
with one of the artificial clary compounds offered as 
cheap substitutes for the expensive natural oil. 


Use of Oil of Clary Sage 


Oil of clary sage is a most valuable raw material for 
high grade perfumes and flavors. It should be employed 


in conjunction with lavender and bergamot oils in 
eaux de Cologne and lavender waters. In chypre types 
it is essential; with jasmin it blends well. It imparts 
individual tonality, 
rounding off and covering the harsh effect of synthetics. 

As a ingredient, oil of 
pensable; many well-known brands of European wines, 
and their 


clary 


to perfumes a delicate note, an 


flavor clary sage is indis- 


muscatel vermouth, owe delicious fragrance 


to a trace of genuine oil of sage 


imparting to 
them a characteristic individuality. 


Concrete and Absolute of Clary Sage 


Clary sage plants can also be extracted with volatile 
solvents resulting in a product of quite solid consistency 
which combines the fragrance of the flower with a very 
high fixation value. For purposes of extraction the 
plants should first be prepared by removing the woody 
and inert green stalk material because these parts of 
the plant upon extraction yield much chlorophyll thus 
rendering the final extract too green. 
into closed extractors and 
extracted two to three times with carefully 


petroleum ether. 


The flowers are charged 
rectified 
and 
concentration and purification from the last traces of 


Up6én evaporation of the solvent 
solvent, a solid extract is obtained, the so-called “con- 
crete of clary sage.” For one pound of concrete of clary 
sage we needed on the average, 180 pounds of clary 
sage flowers. 

On account of its 


content of inert plant material 


and resinous matter, 


concrete of clary sage is insoluble in alcohol and cannot 


such as waxes, albuminous 
as such be employed in alcoholic perfumes and flavors. 
The concrete can, however, be used in soaps and in all 
cases where solubility in alcohol is not required; in 
fact, the waxes of the concrete act in soap as natural 
fixatives. If we consider that for one pound of steam 
distilled oil of clary sage, on the average 700 to 1,100 
pounds of plant material are required, while for one 
pound of concrete of clary sage only about 120 to 250 
pounds of clary sage flowers are necessary, we can 
understand why despite the much higher cost of the 
method of extraction in general (cost of solvent, losses of 
clary sage is cheaper 


solvent, ete.), the concrete of 


than the distilled oil. Although the concrete contains a 
great amount of odorless natural waxes this price con- 
sideration makes it advisable that for soap work prefer- 
ence should be given to the concrete. If large enough 
quantities of clary sage plants are worked up, the cost of 
manufacturing by extraction diminishes automatically 
proportionately and the concrete within 


and comes 
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the price limits of even the average soap perfumer. 

For obtaining the alcohol soluble so-called “absolute 
of clary sage,” the concrete is extracted several times 
with strong alcohol, the alcohol solutions are frozen out, 
filtered 


vaciHo, 


material and concentrated in 
The final product is a semi-solid mass, alcohol 


soluble, the so-called absolute of clary sage. 


from insoluble 
The con- 
crete of clary sage was found to yield about 50 per 
cent of absolute, the balance being inert plant waxes 
and other insoluble matter. 

Absolute of clary sage is indeed a very interesting 
It has the soft, 
yet strong fragrance of the fresh plant and on account 
of its fixative the distilled 
oil. A simple experiment on blotting paper will dem- 
onstrate this. While the distilled oil of clary sage will 


and valuable perfume raw material. 


high value it far outlasts 


disappear after a few days, the extracted absolute will 
retain its much This 
the fact that the obtained by 
of the plant with volatile solvents contains high boil 


odor longer. is explained by 


absolute as extraction 


ing constituents such as sclareol (boiling point 182° C. 
at 1 alcohol C,;H».O, 
upon with 
are hardly carried over, due to their high boiling points, 
and which therefore in the distilled oil are present only 
to a limited extent. 


mm) and a 


distillation of the 


sesquiterpene which 


plant material steam 


The occurrence of these compounds 
in increased proportion in the absolute of clary sage 
explains why the yield of absolute is, approximately, 
distilled oil. 


is subjected to steam distillation, 


high as the 
If Salvia 


twice as vield of 
Sclarea 
a certain amount of its essential oil remains suspended 
in the distillation water 
1930/31 


carried out under the writer’s direction along this line, 


and in most cases is thrown 


away. During interesting experiments were 
extracting the distillation water with volatile solvents. 
However, the relatively small amount of “Water Oil” 
thus obtained is not sufficient to explain the above men- 
tioned difference in yield of absolute of clary sage and 
of distilled oil of clary sage. 

Absolute of clary sage is an excellent perfume raw 
soft 


its fixative value. 


fragrance, as 
Its high yield 
makes it no more expensive than the distilled oil over 


material on account of its natural 


well as on account of 


which it has the advantage of greater lasting power. 
Absolute of clary sage is suitable for powders, creams, 
where 
sufficient. For 
proof alcohol, the dis- 


alcoholic perfume extracts and in those cases 


solubility in 96 per cent alcohol is 


flavors to be dissolved in low 
tilled oil of clary sage would be preferred. 

The constitution of concrete and absolute of clary sage 
has been investigated by Volmar and Jermstad (Compt. 
rend, 186 [1928], 517, These authors found that 
per cent of the absolute consisted of linalool and 
1/5 to 4/5, 
12.2 per cent of the absolute were found to be a crystal- 


7385.) 
21.8 
linalyl acetate present in a ratio of while 
line compound, called sclareol, which seems to be a 
tertiary, unsaturated, related to 
from a 


alcohol 
Aside 


amount of a compound showing the physical properties 


polyvalent 


cholesterines and physosterines. small 


of cedrene, the authors isolated a sesquiterpene alcohol 
C,;H»O which amounts to 28 per cent of the absolute. 


Italian Oil of Clary Sage 


During the last few years, the Italian government 


has made efforts to cultivate Salvia Seclarea in Calabria 
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and in Sicily. Several samples of these oils have been 
and it that the 


Italian oils approach those of the 


described in recent literature seems 


properties of the 
French oils. So far, however, it appears that the Italian 


oils have not yet attained considerable commercial im 


portance, the bulk of the distilled oil of clary sage and 


all the concrete and absolute of clary still being 


sare 


produced in Southern France. 
Russian Oil of Clary Sage 


As yet of no commercial importance; oils from Salvia 


Sclarea L. obtained from plants growing in the Crimea 


and Caucasus districts have been studied. Oils ob 


tained from wild and cultivated plants show slight 


variations from French oils in their physical character. 
j-santalene are 
and K. A. 


page 65; 1932, 6, 


The authors claim that /-nerolidol and 
these oils. (B. N. Rutowski 


1932, 5, 


contained in 
Gussewa, Riechstoffindustrie, 


page i.) 


Barbers’ Supply Dealers Meet 


\\ ASHINGTON, Oct. 10.—The recent annual con 
vention of the International Beauty and Barbers’ 
Supply dealers 


Assoc 


lief that business 


iation supplied probably more 


cause for a | “is turning the corner” 


than any other similar event in many months. Fo 


causes that are not ex 


xplanations are 


plained—« 


| 
not sought too eagerly 
imstanc 
chalked 
t 


tems of e)3 


inder s ich cre 


lation 


good new 


pla 


venerally antic! 


Wardman 


had been 


im 

f a kind 
Congr when 
iding pronounce 
particular emphasi 


a veneral sala 


tion, this being Walter Peck, of Los Angeles, who 1 
Gladys W. Hubbard on the 
mittee. Thus the association’s 
follows: W. L. Buck, Oklahoma City, president; Max 
H. Berliner, Seattle, first vice-president; B. J. Naugle, 
Sunbury, Pa., 


treasurer, 


placed executive com 


roster of officers is a 


Leon 
Otto R. 
New 


second 
third 
and 


Jaege) 
Haas, 
York, 


vice-president ; 
Springfield, vice-president ; 


Chicago, Joseph Byrne, 
secretary. 

In addition to Mr. Peck, the executive committee i 
R. C. Dunlap, Dallas, Tex.; Charle 
Kahrhoff, Denver, and Frank M. Noonan, Boston. 

Other 
Chisholm, St. 


Frank Noonan, Boston, chairman, publicity committee; 


composed of 


officials elected are as follows: George D 


Louis, chairman of vigilance committee; 
A. E. Voight, St. Louis, chairman, auditing committee; 
Washington, D. ¢ 
DeVry, Chicago, national coun 
States 


Eugene C. Brockmeyer, ., general 
counsel, and Bernard 
United 


It was only 


cillor to Chamber of Commerce. 
their 


in which the toilet goods 


natural that taxes, as well as 


administration and the nature 
industry handles them, should have a paramount place 


in discussion and in resolutions. 


The most important of these resolutions scored what 
were termed the “discriminatory and confiscatory taxes 


on toilet articles” which it was alleged are uncon 


stitutional. 
Other resolutions in brief summary follow: 


Hearty endorsement of the survey of the beauty and 


barber shop business now being carried on by the 


Bureau of Foreign and Domestic Commerce. 


truck deliveries over long distances be 
“that 


our members 


Urging that 


cut down and wherever practicable and neces 


sary avail themselves of dependable rai! 


road service,” 


Changes urged in anti-trust laws to permit “business 


men to agree to stabilize prices where it is not against 


the public interest.” 
Asking legal 


‘destructive competition.” 


further changes to permit ending 


Urging an end of price Ciscrimination. 


Endorsing the administration of Dr. James M. Doran 
“enthusiastically 
United State 


Othe r res 


through work a 


Alcohol. 

lutions were general in character. 

the exhibitors at the convention were: 

Arnao Co., S. Bonat & 
Bonheur Co., A. 
Clairol Co., 


Laboratories, 


commending” his 
Commissioner of Industrial 
\mong 
Charles 
Laboratorie 
Nivers Co., 


Bro., Boncilla 
Breslauer, Ine., Bristol 
Colgate-Palmolive-Peet Co., 
Products Co., Davies- 
Young Soap Co., E. E. Dickinson Co., Di-Lash Co., Dixon 
(I rance), Ine. Kastern Laboratorie Electric Mfey 
Ltd., F. W. Fitch Co., E. Frederies, Ine., 
J. W. Geiger, Harley Soap Co., Herpicide Co., Hyman & 
Hyman, A. C. Hynd Co., 
Janie 


Commercial Conti 


Co., Eugene, 


Inecto Co., Johnson & Johnson 


Koken Compani Lincoln Laboratories, Lucky 
Remedy Co., J. W. Mf. Co., Wm. EF. 
Co., National Oil Products Co., National Prod 
uct Co Nestle Le Mur Co., sSonsheen, Ine 
Nusheen, Inec., Owens-Illinois Gla Co. EB: J, 

Co., Pennsyivania Witch Hazel Co., Rapidol Co., 
Lab., Vernon Laboratorie 

Weyer Co., Wildroot Co., 


Zala 


Tiger Marrow 
Nova 
Paidar 
Seold 
ing Locks Corp., Sea Breeze 
Paul We tphal Co., Geo. H 
J. B. Williams Co., Ar. 

Co., Zoto 


Winarick, Perfumery 


Corp 
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Wave Setting Lotions 


4 Discussion of Raw Materials and Their Application Under 


Working Conditions 


by H. Stanley Redgrove, B.Sc., F.1.C. 


FTER hair has been subjected to the 
waving process, it has to be set, and the setting 


permanent 


process has to be repeated at intervals of about 
a week until the permanently waved hair 
which the 
been cut off, and the time has arrived for 


has grown out from head has 


the new growth of hair to be permanently 


waved in its turn. In order to set hair, 


it must first be moistened, and lotions are 


employed containing ingredients which 
which tend to 
Now that the 


their 


facilitate the setting and 
retain the hair in position. 
vast majority of hair 


short and have it permanently waved, the 


women wear 


demand for suitable setting lotions is 


very considerable, not only on the part of 
hairdressers and the proprietors of beauty salons, but 
that of 


their own hair. In 


also on women who have learned how to set 


Paris, moreover, there are special 
salons for permanently waving men’s hair, and men 
desirous of possessing wavy locks are not unknown. 

Although setting lotions have been on the market for 
some years, until recently considerable secrecy Was 
maintained concerning their composition; and the text 
books on cosmetics are not as fully informative th 
subject as might be desired. 

Actually there are-several different types of setting 
lotions in use today, adapted to different styles of hai 
One 


of mixtures of alcohol and 


dressing. class of setting lotion consists merely 


water, containing about 50 


or 60 per cent of the former, suitably perfumed. In 


England, these lotions are often prepared with in 


which has 


in the 


dustrial methylated spirits—i. e., alcohol 


been denatured by the addition of wood naphtha 


proportion of 5 volumes of the latter to 95 volumes ol 


alcohol—diluted and further denatured by the addition 


of a weak, aqueous extract of quillaia (soap) bark. 


Purely spirituous lotions certainly do facilitat 


ting the hair, and the advantage of «dh 


possess 


quickly. However, they are only suitable for light 


styles of hairdressing; and, today, there is a 


rrowing 


demand for lotions which give a firmer set, suited to 


heavier styles of the coiffeur’s art, 
The 

gummy or nature is an 

The the 

alcohol; but, in my experience, setting lotions 

I believe 


incorporation in the lotion of materials of a 


resinous obvious expedient 


resins possess advantage of being soluble in 


ing’ resins leave the hair sticky, and 


are little, if at all, employed. 
Gums are decidedly useful; but the difh 
that gums 


other hand the 


arises soluble in aleohol. On 


are hot 


presence of alcohol in the lotion is 


sirable for several reasons. Aleohol facilitates setting 


the hair and subsequent evaporation of the lotion. It 
| I 
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vives a wider 
The chief 
eood 


setting lotion containing a gum is to get 


acts as a preservative and its presence 
choice in the selection of perfume material. 
rianufacture of a 


problem, therefore, im the 


the correct balance between the gum, 
water and alcohol. 
Alkalis are also useful, and those 


favored appear to be borax and potassium 


most 


carbonate. It is possible that they act by 


producing a trace of soap by saponifica- 


tion of the natural secretion of the sebace- 


ous glands. Alkalies may be used in con- 


junction with gums. It is true that 


acacia (Arabic) is incompatible with 


this incompatibility does not 
dilute The 


tions need, in general, only to amounts 


borax; but 


arise in very solutions. solu- 


contain small 


of the setting reagents, and must do so in view of the 


setting lotions. Apart fron 
jo not diffe 


very radically in composition from the non-greasy hair- 


demand by women for clea) 


their higher degree of dilution, the lotions do 


creams favored by men. 


Some setting lotions appea ontain acetic acid. 


setting 


facilitating 
I hs ot 


perimented with setting lotion 


The part played by this reagent 


the hair seems obscure, and personally ex- 


acetic acl 


Among gummy and mucilas 


for the f setti 


preparation 


may be mentioned: psyll 


tragacanth and gum acacia. 


Methods of Pre paration 


The f 


+] 


methods of 


lowing 
recomme nded and are in use 
Psyllium Seeds These 
haped seeds a plantain 


Mediterranean 


may be employed 


native to he 
age, and 
500 parts of distilled water 
with 


one part of psylliun 


tinted, and mixed 
Filtratior 


Quince Seeds. 
‘ 


strained, 

fumed spirit 
Quince s 

krown to be 1 


Pers., are well 


they about 20 per cent 


Vy contain 
apple pips in appearance, but the 
compacted together with white 
be taken in obtaining suppl 


show signs of mouldiness 
Ch 
This is prepa 


then straining 





Gu TRAGACANTH 


MATERIALS USED 


standard strength, it is advisable to use rather more 


than the stipulated amount of distilled water; and to 
by pouring 


to 


evaporation 
the 
requisite volume. 


compensate for loss during 
sufficient distilled 


up the product to the 


water through strainer make 


In order to keep the decoction, it is necessary to add 


a suitable preservative. Sodium benzoate and deriva 


tives of p-hydroxy-benzoic acid have been recommended 
for use. 

A setting be 
decoction with an equal bulk of perfumed alcohol, color- 
This lotion 


If a weaker lotion is required, the product may 


lotion may prepared by mixing this 


ing matter being also added if desired. is 
strong. 
be diluted with 

Mucilage of quince seeds may also be used in a simi- 


rose-water. 


lar way for the production of decidedly strong setting 
lotions. The mucilage is prepared by macerating the 
seeds in 25 to 30 parts of distilled water, or better rose- 
water, for about 3 hours, with occasional stirring. A 
suitable preservative is added, and the mucilage used 
the of with 


rose-water and spirit. 


for manufacture the lotions by dilution 


Tragacanth. Gum _ tragacanth, from Astragalus 


gummifer Lam. and allied species, is an excellent 


material for the preparation of setting lotions, and the 
It 
varies much in quality, and it is extremely difficult to 
Only the finest quality should be bought, and 
be 


chief objections to its use arise from two facts. 


powder. 


great care must exercised in selecting a source of 


supply, if the product is to be purchased in powder 
form. 

Karaya gum, from Sterculia wrens Roxb., somewhat 
resembles tragacanth, and is known as “Indian traga 
canth”. It is, however, inferior to the genuine article. 
best employed in the form of a one in 
the 


One part ol 


Tragacanth i 


80 mucilage. This may be prepared direct from 
flakes; but it is better to use the powder. 
this is thoroughly mixed with 2 parts of alcohol in a 


be used iff 


added, 
the 


capacious container. 
Sufficient 


Isopropyl alcohol may 
distilled 
rapidly as possible, to produce 80 parts 


shaken. 


desired. water is then as 


, and mix 


ture is thoroughly 
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Gum Arapic 


“~ 


IN MODERN WAVESET 


Gum Karaya 


LOTIONS 


In order to preserve the mucilage, chloroform water 
may be used in place of distilled water; but the pres 


ence of chloroform in setting lotions is not desirable. 


Other 


used, or the mucilage used soon after preparation, the 


preservatives, including formaldehyde, may be 


alcohol present in the finished product being sufficient 


it. As the proportion of alcohol in setting 
(10 


cent is a common figure), the use of isopropyl alcohol 


to preserve 
lotions of the tragacanth type is usually low per 
is recommended, since it is a better preservative than 
ethyl alcohol. It is also a better solvent 
The of 
spirit has been recommended; but I 


for perfume 
in addition to 
not think that 


materials. use lime water 
do 
this addition is really necessary. 


The proportion of the mucilage present may be as 
low as 8 per cent for a relatively light setting lotion, or 
rather more may be used. As a diluent, rose-water can 
be recommended, as in itself giving the lotion an agree- 
able perfume. A trace of terpineol makes a useful addi- 
tion, or any other perfume material soluble in 10 per 
cent spirit can be employed. 

Alkalies are frequently incorporated in lotions of the 
tragacanth type. For example, 4 per cent of potassium 
carbonate and one per cent of borax may be employed. 
(Arabic) 
gum arabic obtained from various species of 


Acacia. Gum acacia is a fine quality of 
Acacia, 
and may be used for the preparation of setting lotions. 
For this purpose, all that is to dissolve 


As 


little as 0.3 per cent of acacia is effective, 10 per cent 


IS 


necessary 
the acacia, after powdering, in warmed rose-water. 


of isopropyl alcohol being added as a preservative, and 
2 per cent of borax being incorporated to increase the 
efficiency of the lotion. 

As powdered acacia is readily soluble in water, it may 
be used, in conjunction with dried sodium carbonate, to 
little of 
the powder is dissolved in warm water when required 


make setting preparations in solid form. A 
for use. 


however, js 
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Cisenfeld Buys Virginia Lee, Ine. 


Benjamin Cisenfeld, owner of Ben’s Cut Rate Drug 
Co. and the Earle Soap Mfg. Co., has purchased Vir- 
ginia Lee, Inc., Baltimore, and will continue the busi- 
ness under the name “Virginia Lee Distributing Co.” 
The company will build- 
ing in Baltimore where modern machinery has been in- 
stalled and a well equipped laboratory is in operation. 


To take care of the large theatrical make-up business 


occupy an entire four-story 


enjoyed by this company, an intensive advertising cam- 
paign utilizing newspapers, periodicals and radio is 
being prepared under the direction of the Irvin Diener 
Co., advertising agents. 

Mr. Cisenfeld is well known in the industry, having 
been engaged in the and retail 
ness, as well as that of manufacturing soaps, for many 
years. The principal office of the company is located 


at 303-309 Eutaw Md. 


wholesale drug busi- 


street, Baltimore, 
Superior Products Now Volupté, Ine. 

The corporate name of the Superior Products Corp., 
New York, has been changed to Volupté, Inc., according 
to recent word from Frederick Spitalny, president. The 
company manufactures a line of compacts, lipsticks, and 
perfume sprays under the trade name, “Volupté,” with 
plants in Elizabeth and Linden, N. J., and branch offices 
in Chicago and Los Angeles, and the change was made 
to connect the corporate name more closely with the 
trade mark used on the products. 


Fire Damages Baxter Plant 

Fire on October 3 destroyed the workshop and store- 
room in the plant of Don Baxter, Inc., Glendale, Calif. 
The building burned was a detached structure in the 
the the company, 
contained manufacture 


laboratories of 
and the 
tainers for cosmetics and a large quantity of cosmetic 
$10,000, 


rear of offices and 


tools used in of con 


The loss, which is estimated at about 


Jars. 


was fully covered by insurance. 


Boncilla Expands Plant Operations 
J. M. Price, president of Boncilla Laboratories, Inc., 
that the 


elaborate 


Indianapolis, has announced company will 


shortly undertake an expansion program 


which will lead to the employment of about 500 ad 
ditional workers. 
J. D. C. Laboratories’ New Address 

J. D. C. Laboratories, Los Angeles, Calif., recently 


moved to new quarters at 5359 Santa Monica avenue. 


They were formerly located at 4271 Beverly boulevard. 
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Mury Secretary Visitor Here 


Manuel P. Les 
Mury, Argenteuil, France, was a visitor 


Pacheco, general secretary of 
Parfums de 
in New York late in September on his way home from 
South America. Mr. 


sailed on the Berengaria September 29. 


a tour of Central and Pacheco 


Yardley Head American Visitor 

Thornton Gardner, chairman and managing director 
of Yardley & Co., Ltd., London, visited New York this 
month for the purpose of conference with Cecil Smith, 
vice-president, and Curtis Campaigne, sales director, of 
the Yardley & Co., New York, and Union 
City, N. J. E. C. Morgan, 
advertising director of the 
London 
here 


ences. 


American 


house was also 


these confer- 
Mr. Gardner, with 
Mrs. Gardner and Miss 
Elizabeth Gardner, ar- 
rived September 30 on the 


for 


Berengaria, and after ten 
days in New York, left 
for Canada where he 
the Canadian 

interests at 
Toronto. 
England 


Britain 


visited 
Yardley 
Yardley 
He returned to 
on Empre ss of 
October 15. 

It is Mr. last the 
United States, and he expressed himself as happily im- 


House, 





GARDNER 


THORNTON 


two years since Gardner visited 
pressed by the business outlook of today, as compared 
with that at the last visit. He 
glad to report that England is in a distinctly improved 
holds 1933. Mr. 
Gardner was especially impressed by the growth of the 


and 


time of his was also 


condition, and he high hopes for 


company’s business in America, is deeply inter- 


ested in Yardley expansion in this country. 





Visitor Here 


Parfums 


Marcel Guerlain 
Marcel 


York, and the Paris company 


Marlaine, New 


Was a 


Guerlain, head of 


bearing his name, 
irly in September. Mr 


the American office e: 


visitor to 

Guerlain had intended to remain here several weeks, 
but urgent business called him back to Paris after a 
stay of only about ten days. 

Mr. Guerlain advised us that he expects to mak 
another visit to New York next Summer which he 
hopes will extend for several weeks and permit him 
to visit many in the trade her 
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Check-Up on Hair Dyeing 

Claiming that there had been a large increase re- 
cently in the use of hair dyes in beauty parlors and 
homes and that those which contain aniline derivatives 
not infrequently cause skin and scalp troubles which 
some times develop into serious trouble, Health Com- 
missioner Wynne of New York City has ordered a 
general check-up of all places where professional 
hair dyeing is done in that city. He called upon the 
public to aid his department by not patronizing shops 
which are not conducted in a sanitary manner and 
where unskilled operators are employed. 

Dr. Wynne declared that when a hair dye is used 
for the first time a predisposition test should be made 
by applying some of the dye to a portion of the body 
of the patron where the skin is unusually sensitive 24 
hours before the hair is dyed. If the skin shows any 
irritation, he said, the use of that particular dye 
should be avoided. 


Koenig in Larger Quarters 


Harry D. Koenig & Co., 261 Fifth avenue, New York, 
has moved into larger quarters on the seventh floor of 
the building at that address. The new offices are 
nicely appointed, and the increased space is expected 
to greatly facilitate business operations, which, ac 

rding to Mr. Koenig, are expanding rapidly. Included 
in the suite is a showroom in which the new “Colonielle” 
items recently added to the Martha Washington Line 
handled by the company are given prominent display. 
The company is pushing these new products strongly 
in its enlarged advertising program, and is planning 
to include radio broadcasting in its advertising. 


Warren Visits British Branch 

Northam Warren, president of the Northam Warren 
Corp., New York, sailed on the Bremen, September 30 
for a visit of two months in Europe. Mr. Warren 
goes first to England where he will inspect the re 
cently opened British factory of his company located 
at Slough, Bucks, just outside of London. 





Mr. AND Mrs. WARREN AND MISS AGNES WARREN 


After staying in England, he expects to visit France 
and also Cologne, Germany, and may spend a few days 
in Italy. While the trip will largely be devoted 
to business matters in England, Mr. Warren will 
use some of his time in taking a well earned vaca- 
tion. 
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Mme. Rubinstein Back from Europe 


Completing a five months’ trip which took her to the 
leading countries in Europe, Mme. Helena Rubinstein, 
president of Helena Rubinstein, Inc., New York, re 
turned to this ceuntry on the Albert Ballin September 
30. With her was her son, Roy Valentine Titus, who 
has entered Harvard Business School. Another son, 
Horace, remained in England where he will study 
medicine. Both young men attended Oxford University. 

The principal stopovers in Mme. _ Rubinstein’s 
itinerary were Paris, London and Vienna where she 
conferred with 
representatives of 
Helena Rubin 
stein, Inc., and 
studied prospects 
for expanding the 
business in those 
cities. Later, ac- 
companied by her 
sons, she visited 
Berlin, places of 
interest in Hun 
gary, and the 
well known spa 
and seaside re 
sorts in Italy 
The visit to Ital 
was in the nature 





of a vacation, the 
MME. RUBINSTEIN WITH HER SONS party enjoying an 

automobile tour 
through the interesting sections of that picturesque 
country. 

Mme. Rubinstein reported her business on the Con- 
tinent to be progressing satisfactorily, while in Eng 
land she noted substantial gains. To be sure, sh: 
found business conditions generally at a low ebb in 
Europe, but it was her impression that business people 
abroad, not having “lost their heads” during prosperous 
years, now are not as seriously affected by the depres 
sion as are we in the United States. 


Ligeett Seeks Rent Reductions 

George M. Gales, vice-president of Drug, Inc., and 
president of the Louis K. Liggett Co., both of New 
York, recently addressed letters to landlords of the 
Liggett retail stores requesting 1eductions in rents in 
order to aid the company in the present financial de- 
pression. Mr. Gales stated that the company would 
have to undergo a reorganization unless it could obtain 
a substantial readjustment of its rents. He said that 
for some months past it had been and _ still was 
actively negotiating with its landlords in an attempt 
to get rents adjusted to present day values so as to 
meet present day business conditions, and that the 
recent letter was the final effort in that direction. 


Marriage of Florence Watkins 

On October 15, Florence Watkins, daughter of the 
late Paul Watkins, Winona, Minn., was married to 
Ralph Walholn of Chicago. Mr. and Mrs. Walholn 
will reside in Chicago, where he is a representative 
of the Curtis Publishing Co. The late Mr. Watkins was 
president of J. R. Watkins & Co. 
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P. & G. Adopts Five-Day Week 


Keeping in step with the nationwide movement to 
spread available work, Procter & Gamble Co., soap 
manufacturer, Cincinnati, O., inaugurated a five-day 
week of forty hours’ work in all of its plants in the 
United States and Canada effective October 10. For 
the present the short week applies only to the com- 
pany’s factories, but the view of extension of it to office 
employes will be studied and possibly effected at a later 
date. No statement was made concerning changes in 


the rate of wages. 





CoL. WM. COOPER PROCTER R. R. DEUPREE 


Col. William Cooper Procter, chairman of the board 
of directors, in issuing the statement following a meet 
ng of the board, declared that the new time schedule 
was actually a definite means of relieving the unem 
ployment situation, and that the adoption of the short 
work week was the most important step industry could 
take at the present to aid the unemployed. In regard 
to extending the plan to offices of the company, he said: 

“An intensive study.of the application of the shorter 
work week to cffice employes will be made immediately 
as it is felt extremely desirable to spread employment 
here as well as in the factory.” 

This latest move by the company is in line with the 
policies of Col. Procter and R. R. Deupree, president 
of the company, in maintaining employment for its 
workers. Some time ago a plan was adopted which 
euaranteed employes 48 weeks of employment during 
the year. The adontion of the short week will not 
affect this guarantee, although, of course, the number of 
hours constituting a week will be lessened. 

Procter & Gamble Co. is the third large soap manu 
On May 1 


Colgate-Palmolive-Peet Co. inaugurated the plan, while 


facturing firm to adopt the five-day week. 
Lever Brothers Co. has had it in effect all of this year 


Harper Chemist's Motor Trip 

Warren Van Kirk, chemist and production man 
ager for Martha Matilda Harper, Inc., Rochester, 
N. Y., originator of the “Harper Method” and manu 
facturer of “Harper Method” hair preparations and 
cosmetics, recently returned with his wife and son 
from an extended motor trip to Pittsburgh, New York 
and the New England states. 

While the trip was designed primarily for pleasuré 
Mr. Van Kirk found time en route to make several calls 
on the trade in that territory. 
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Walker Laboratories Changes Address 


Walker Laboratories, Orlando, Fla., has advised us 
of a change of address from 18 Grove Park drive te 
633 North Orange avenue. C. F. Kunze has resigned 
as vice-president, and Fred Taylor as secretary and 
treasurer, and have been succeeded by J. W. Hancock, 
Mrs. S. M. Walker and Mrs. E. B. Shelton. Mrs. Caro- 
line Winters has been appointed consulting expert by 
the company, and Miss Betty Davies laboratory repre- 
sentative. 


Bristol Addresses Advertising Meeting 


One of the most interesting addresses presented at 
the annual convention of the Direct Mail Advertising 
Association, held at the Pennsylvania Hotel, New 
York, during the week of October 3, was delivered by 
Lee H. Bristol, vice-president of Bristol-Myers Co. and 
president of the Association of National Advertisers, 
Inc. His subject was “Advertising’s Biggest Opportu- 
nity and a Challenge to Direct Mail Advertising.” 


Patch \ppointed College Trustee 

Ralph R. Patch, president of E. L. Patch Co., Boston, 
Mass., has been elected a trustee of the Massachusetts 
College of Pharmacy. His father, the late Dr. E. L. 
Patch, was for many years treasurer and a professor 


in the college. 


Dodge Back from Europe 


Dodge, president of Dodge & Olcott Co., 
New York, and Mrs. Dodge have returned from a brief 


Francis T. 


European trip which included visits to England and 
France. 


Brooks Houbigant Sales Manager 


H. L. Brooks, who has been prominent in the toilet 
goods industry for a number of years is now connected 
with Houbigant, Inc., New York, as general sales man- 
ager. Mr. Brooks made this announcement upon his 
return from a three weeks’ European trip during which 
negotiations for his con- 
nection with the house of 
Houbigant were completed | 

He brings to his new 
position a wealth of ex- 
perience in the toilet goods 
field and a_ thorough 
knowledge ot sales and 
merchandising problems 
which should be of 
material assistance in the 
further expansion of the 
Houbigant business in 
America. For some years 
Mr. Brooks was a director 

H. L. Brooks and sales 
Coty, Inc., New York City, 
and his work there was largely 


manager of 


responsible for 
the tremendous growth of that line over a period of 
several years. He resigned this connection a few 
months ago. His many friends in the industry and 
among retail buyers will join us in wishing Mr. Brooks 
every success in his new connection. 
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Bleecker-Foster Expands Plant 
From a monthly business volume of $1,600 in April, 
1931, to $40,000 in September, 1932, is the record of 
G. F. Foster Products Co. and of its holding company, 
Bleecker-Foster, Inc., which has just moved into new 
quarters at 253 East Fourth street, St. Paul. 

The dynamic personality back of this rapid expansion 
in this era of depression is G. F. Foster, president 
of the concern bearing his name and vice-president of 
Bleecker-Foster, Inc. As a matter of fact it was due 
to the depression that the company has been enabled 
to make such rapid progress. As Mr. Foster explained 
it, the company simply capitalized on the depression. 

Today the company distributes its line of 150 prod- 
ucts through canvassers in all states of the Union. It 
has achieved a high level of business simply by cutting 
prices to the depression pattern. With raw materials 
selling at the lowest price in the history of the business, 
Mr. Foster believes that the manufacturer must bring 
his costs on a line with the prevailing trends. Purchas 
ing bottles by the carload and labels by the million and 
installing labor-saving machinery, the company has 
found it possible to pass the saving to the public. 

The company’s payroll is composed of 68 factory and 
office workers, who manufacture perfumes, flavoring 
extracts, household products, soaps and remedies— ap- 
Ship- 
ments are usually made within eight hours after receipt 


proximately 150 items in all. Terms are cash. 
of orders and in all cases there is never a lapse of more 
than 24 hours between the receipt of an order and 
shipment. 

Mr. Foster has been connected with the manufac- 
ture of flavoring extracts, soaps and perfumes since 
1912. In January of this year the organization of 


Bleecker-Foster, Inc., was effected to handle the 


Set it 


G.F. FOSTER PRODUCTS COMPANY ja: 





NEW PLANT OF BLEECKER-FOSTER, INC. 


financial, manufacturing and purchasing end of the 
The sale of the products is made by the G. F. 
Foster Products Co. 

Heading the corporation is W. T. 


business. 


Bleecker. Mr. 


Foster, as mentioned before, is vice-president, and H. 


L. Biersach is secretary. 


Bree Cosmetics New Gibbs Name 
Gibbs & Co. 
arations, have advised us that it recently changed its 


, Chicago, manufacturers of toilet prep- 
firm name to Bree Cosmetics, Inc. 
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Plaut Discusses European Conditions 


Edward Plaut, president of Lehn & Fink, Inc., on 
his return from Europe September 23 made some inter 
esting comments on conditions on the Continent, espe 
cially with reference to cosmetics. “No matter what 
may happen in France,” he said, “French women never 
neglect their charms. If 
a French woman had to 
between a_e good 
meal and making the right 
appearance cosmetic-wise, 
there would not be a 
moment’s hesitation. That 
accounts for the fact that 
of all the industries I 
studied in France, the 
cosmetic and dress indus- 
tries were in the best 


choose 


’ 


shape.’ 
Regarding Germany and 
other countries, Mr. Plaut 
EDWARD PLAUT said that 
being made in the face of 
most unfavorable conditions. Italy is showing good 
results from her experiment in dictatorship. England’s 
progress has been amazing, ard Mr. Plaut considers 
that England today is a better place to live in than at 
any time in the last thirty years. 

Continuing, he said, “On the Continent today wat 
talk is conspicuous by its absence and I don’t be- 
lieve that this is the calm before the storm. Everybody 
is working hard, and I believe Europeans now realize 





progress Was 


the futility and disastrous results of wars entered into 
as a means of adjusting national differences.” 

Mr. Plaut not only studied conditions but vacationed 
as well, playing a lot of polo as a result of which some 
of the French tourney cups will reside in the future on 
this side of the Atlantic. 


Salesmen Lose to Thomssens 


An interesting meeting on the golf links of the 
Winona Country Club took place on a recent Sunday 
when Harry Ahles, representative of Ungerer & Co. 
in the Chicago territory, and Russell Brown, who 
takes care of the interests of the George Silver Im- 
port Co. in the same section, met Dr. and Mrs. E. G. 
Thomssen and challenged them to a golf match. We 
regret that we are unable to report the scores, but we 
have heard that the raw materials pair took a sound 
beating. Both Mr. Ahles and Mr. Brown report that 
business in their section is much better than their golf 
game. 


Cosmetic Branch in Kansas City 
Mary Luckie Make-Up Studios, 


facturers of cosmetics, has opened a branch office in 
the Dwight building in Kansas City. The company 


Hollywood, manu- 


has considerable distribution on the Pacific Coast, and 


is now extending into the Middle Western territory. 


New St. Louis Soap Company 

The National Chemical & Supply Co. has’ been 
organized in St. Louis, Mo., and will manufacture soap 
and soap products at 1215 Rutger street, that city. 
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Voorhees Joins Ungerer & Co. 


Ungerer & Co., New York, has advised us that Ken- 
neth G. Voorhees joined their organization October 1. 

After familiarizing himself with the various angles 
of the business, he will devote himself to sales develop- 
ment. His previous experience of several years of 
sales work will aid him 
materially in establishing 
still closer relations with 
the company’s increas‘ng 
list of customers, as well 
as finding new outlets for 
the products of Ungerer 
& Co. and_ its 
principals. 


foreign 


Mr. Voorhees, son-in- 
law of F. H. Ungerer, is 
a graduate of Princeton 
Preparatory School, and 
after extensive traveling 
in Europe began his busi- 
ness career with Wana- 





KENNETH G. VOORHEES 


maker’s, New York in the 
merchandising division. After two years he was pro- 
moted to assistant buyer of the china, glass and pottery 
departments. Three years later he was sought by 
Loeser’s of Brooklyn for a similar position, and soon 
thereafter was made buyer. During his connection 
with these firms he gained broad experience in mer- 
chandising methods and learned at first hand the retail 
merchant’s point of view. 

It is interesting to note also that he has long had an 
interest in perfume materials and finished products and 
is now able to indulge his desire for further study. He 
is an ardent golfer on the links of the Essex Falls 
(N. J.) Country Club. 


Interstate Color Co. Appointments 


Interstate Color Co., New York, advises that Edmund 
F. Ebert has been appointed to be in charge of foreign 
business, and that George H. Martin & Co., San Fran- 
cisco, has been made Pacific coast representative. 


Publishers Aiding Unemployment Drive 

National Publishers co-operating 
sarnestly with Newton D. Baker, chairman of the 
National Committee to sponsor the Welfare and Re- 
lief Mobilization of 19382. 
the raising and distribution of funds, and publishers 


Association is 


Plans are being made for 


generally are co-operating with advertisers for this 
campaign. The Committee’s appeal appears on ad- 
vertising page 72 in this issue. 


Bluekamel Company Incorporated 


Bluekamel, Inc., which has been established as a com- 
pany at 398-A Hofman Building in Detroit for the 
past two years, has now taken out a Michigan charter 
of incorporation. It is capitalized at $25,000. The 
company manufactures a complete line of cosmetics and 
perfumes. Owners of the business are Henry W. Roth, 
Vaughan Reid, and Fred J. Coulton. H. S. Graff is 
general manager, assisted by his brother, L. Graff. 
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Robinson-Pettet to Close 


The Robinson-Pettet Co., Louisville, Ky., wholesale 
drugs, which recently celebrated its ninetieth anni- 
versary, has decided by a vote of the majority of 
stockholders to go out of business. The officers in 
charge of liquidation are H. Guy Lyon, president and 
treasurer; Eugene D. Hill, vice-president, and William 
C. Robertson, secretary. The officers plan to dispose 
of the merchandise and to collect outstanding accounts 
as speedily as possible, hoping to complete distribution 
of assets by the end of the year. The firm has been 
one of the most successful on Main street, and has 
operated profitably for almost a century. 


Rosenfeld Adds New Line 


Al Rosenfeld, Inc., New York, has become exclusive 
distributor in the United States for the products of 
DuBuis & Rowsell, Ltd., London, England. The com- 
pany manufactures a line of lavender perfumes, soaps, 
face powders and bath essences and crystals. The 
Rosenfeld company is also the agent in this country 
for the French lines, Vigny and Myon. 


Death of A. P. Cobb 


Abraham Polhemus Cobb, vice-president of the New 
Jersey Zine Co., and one of the founders and former 
president of the American Zinc Institute, died at his 
home in Tarrytown, N. Y., October 6, at the age of 
68. Mr. Cobb was born at Hopewell, N. Y. While 
he was a boy his family 
moved to Flushing, N. Y., 
where he was educated at 
Flushing Institute. 

In 1882, Mr. Cobb en- 
tered the employ of the 
New Jersey Zine Co. as a 
junior clerk. He continued 
with the company in posi 
tions of cver-increasing 
importance throughout his 
life, celebrating 50 years 
of continuous service last 
June. He was also presi- 
dent of the Palmerton Co., 

THE LATE of Palmerton, N. 
ABRAHAM P. CoBB an officer or 
of a number of com- 
panies in the metal and public utilities industries. 
He was a member of the Chambers of Commerce 
of the United States, of New York State and of 
Westchester County. 





J., and 
director 


His interest in religious and philanthropic work is 
attested by his membership in the First Reformed 
Church of Tarrytown, the Board of Foreign Missions 
of the Reformed Church of America, the Tarrytown 
Community Chest Association, the Westchester Society 
for the Prevention of Cruelty to Children and other 
bodies of this character. He also belonged to the 
Sleepy Hollow Country Club, the City Midday, National 
Republican and Chemists Clubs of New York. He 
leaves his widow, the former Virginia Treadwell Bacon; 
two daughters, Mrs. Margaret E. C. Rogers, of Easton, 
Pa., and Mrs. Prudence M. C. Foot, of Scarsdale, 
N. Y.; and one son, A. P. Cobb, Jr., of New York. 
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Vles on Business Trip 

Eric Vles, treasurer of Polak’s Frutal Works, New 
York, N. Y., is making an extended business trip 
through Pennsylvania. He left shortly after John ter 
Veer, secretary, returned from a trip to Chicago, the 


Middle West and St. Louis. The company announces 
that George H. Martin & Co. has been appointed Pacific 
coast representative with offices at 149 California 
street, San Francisco, and 300 Avery street, Los 
Angeles. 


du Pent Branches in One Building 


The Charlotte, N. C., branches of E. I. du Pont 
de Nemours & Co. will be consolidated in one building 
at 228 West First street by the first of the year. 


Dicuee Mesnctenes Paschnss Maskanes 

F. C. Thiele and Ernest R. Vetterlein who for the 
last seven years have been respectively vice-presiden 
and treasurer of P. R. Dreyer, Inc., New York, have 
purchased the stock and assets of that company from 
the estate of the late P. R. Dreyer. Mr. Thiele in his 
announcement of the purchase states that the policies 
of the company will not be altered and that the busi- 
ness will be continued along the lines followed by Mr. 
Dreyer which brought it an enviable reputation. 

The new owners of the business have been associated 
with it for some years. Mr. Thiele joined the com- 
pany originally for laboratory work but during the 
last few years has been handling sales activities. 
He was formerly vice-president of the Sparhawk Corp., 
and before that was associated with the National 
Aniline & Chemical Co. His experience and training 
as a chemist secured at Rutgers University have 
materially aided his successful career with the Dreyer 
company. 

Mr. Vetterlein has been associated with the company 
since 1922. He is thoroughly acquainted with the im- 


port business having been connected previously with 





F.C. THIEL E. R. VETTERLEIN 


the Pacific Trading Corporation. Both men en,oyed 
Mr. Dreycr’s complete confidence for many years 

The agencics which have been handled by P. R. 
Dreyer, Inc., will be continued including the important 
accounts of Bertrand Freres, Grasse: Paolo Vilardi, 
Reggio Calabria, Italy; Vanillin Fabrik, Hamburg, 
Germany; Constantin Mintcheff & Ketchedijieff, Kazan 
lik, Bulgaria and Brédr Aarsaether, Aalesund, Norway. 
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Heads Hyman & Hyman, Ine. 


Louis Hyman, who has been associated with Hyman 


& Hyman, Inc., manufacturer of cosmetics, hair prepa 


rations and beauty shop supplies, New York City, for 
33 years, was elected president of the company at a 
recent meeting of the board of directors to fill the 
vacancy caused by the 
death of his brother, the 
late Joseph Hyman, who 
passed away August 9, 
Herbert H. Myers wa 
named secretary, the office 
formerly held by Louis 
Hyman. Other officers are: 
David H. Kahn, vice 
president, and David F. 
Jacobs, assistant secre 
tary. 

It was in 1899 that 
Louis Hyman joined th. 





firm his father established 


53 years ago. He ha 


LOUIS HYMAN 


grown with it, so to speak, 
commencing at the proverbial “bottom” when the com 
pany was small; advancing step by step as the busi- 
ness expanded, and now ascending to the presidency at 
a time when the firm is considered one of the leaders 
in its field in the country. !n 1924 he was elected 
secretary of the company, a position which he held 
until his recent appointment. 


Dr. Roger and Varvat Sail 


Dr. Max Roger, chief chemist and technical man- 
ager of Roure-Bertrand Fils & Justin Dupont, Paris 
and Grasse, and Mrs. Roger sailed on the Lafayetté 
September 24 after a visit of about a month to the 
George Silver Import Co., New York, American repre- 
sentatives of his house. 

The purpose of Dr. Roger’s trip as we reported last 
month was to investigate the possibility of manufac- 
turing some of his company’s products in America. He 
has advised us that he is more than pleased with the 
results of his investigation, and that he considers the 
groundwork for this enterprise is well laid, 

Dr. Roger expects to make frequent visits both for 
establishing the manufacture of a number of products 
under Roure-Bertrand Fils & Justin Dupont patents 
and processes, and for supervising their production 
after the enterprise is under way. He states that the 
result of his trip far exceeded his expectations. 

Gabriel Varvat, chief chemist and technical manage 
of the George Silver Import Co., sailed on the same 
steamship for a six weeks’ pleasure and business trip 
He will as usual confer with officers of Roure-Bertran 
Fils & Justin Dupont regarding the technical develop 
ment of the American company. 


Ebert Returns from Vaeation 
S. H. Ebert, secretary of the Interstate Color Co.., 
New York, Mrs. Ebert and their son, Kenneth, have 
returned from an extended motor tour which took 
them through the Pocono Mountains, the coal regions 
of Pennsylvania, the Shenandoah Valley, Washington, 
Annapolis, Endless Caverns, and other points. 
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Three Generations in Swindell Firm 

In the firm of Swindell Bros., Baltimore, three gener- 
ations of the family that established the concern work 
They are Walter B. Swindell, founder 
of the firm and present head 
of the Walter B. 
Swindell, Jr., member of the 
firm and general 
Robert H. 
grandson of the founder and 


side by side. 
business ; 


manager ; 
and Swindell, 
son of the general manager. 
All have their offices at the 
main office of the company in 
3altimore. 

Walter B. Swindell, Sr., 
who observed his 82nd birth- 
day July 24, C. J. B. 
dell and Walter B. Swindell, 
Jr., are the present members 
of the While he at- 
tends closely to 
Walter B. Swindell 
in civic and charitable work 
in Baltimore and 


Swin- 





firm. 
business, C. J. B. SWINDELL 


is active 


has served 
for many years as a director 
of the Nursery and Childs’ 
Hospital. He is chair- 
man of the board of trustees 
of Grace M. E. Church and is 
the only 


also 


remaining member 
of the original board of 30. 
All told, he has been a mem- 
ber of the board for 57 years. 

C. J. B. Swindell, brother 
of Walter B. Swindell, Sr., 
has been with the firm since 
1874. He 





started in the 


manufacturing department R. H. SWINDELL 
and then’ transferred’ to ( 
the sales end. In 1881 he 


was made a member of the firm specializing in sales 
and financial work. 
Club, 


He is a member of the Merchants 


Kiwanis and the Baltimore Country Club, and 


Continental Can Improves Plants 


Inc., the approval of 


$230,000 


Continental Can Co., reports 
next few 


Ill., 


a special expenditure of over the 


months on imprevements at its Clearing, plant 


most of which will be for new 


This 


in the future, was approved for immediate completion 


equipment, 
work, originally contemplated for some tin 
in order to provide additional employment during the 
addition, the largest 


1932 


coming months. In part of the 


company’s regular appropriation, made at the 
and im 


This 


three-story modern 


construction 
provements, will be expended this Winter. 


beginning of the year for new 
will 
include the completion of the new 
can making plant at Harvey, La., and various other 
improvements throughout the company. 

The company has declared a regular quarterly divi 
dend of 50 cents a share on the capital stock payabl 


November 15 to holders of record November 1. 
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has been a vestryman of the Church of the Ascension 
for 30 years and president of the vestry for 13 years, 
and on the board of the Nursery and Childs’ Hospital. 

After Johns Hopkins Uni- 

1901, Walter B. 
Jr., completed his 
education at the Harvard 
School from which he 
was graduated with the de- 
gree of LL. B. in 1904. He 
admitted to the Mary- 
land bar, but never practiced 
Instead he entered the 


graduated from 


being 


versity in 
Swindell, 


Law 


was 


law. 
employ of the firm, gradual 
ly assuming the manufac- 
and sales 
ment of the company. 
the United States 


war Mr. Swindell enlisted as 


turing manage- 
When 


declared 


entering the 
students 


a private 


W. B. SWINDELL, SR. second training 


camp where he was commis- 
lieutenant. In 
1918, he made 
and in October, 
He was scheduled to 
November 22 as a 


sioned first 


August, was 
captain, 
major. 

sail lieu- 


tenant colonel when the 


armistice was signed. He 
is a member of the Uni- 
versity Club, the Rodgers 
Forge Golf Club, the Mer- 
chants Club and the Balti- 
more Country Club. 

After being graduated 


from the Vir- 
following the 
pre cedent established by his 
Robert H. Swindell 

joined the company to learn 
the business from the bottom. In college Mr. Swindell 
athletics 


in swimming 


University of 


ginia in 1929, 


W.. BB 


SWINDELL, JR. 


father, 


( I 


was active in student affairs, in and estab 


lished an enviable reputation 


Helfrich on California Trip 
J. H. Helfrich, 


president of Helfrich Laboratories, 
Chicago, and Helfrich Laboratories of New York, is 
now in San Francisco, Calif Mr. Helfrich will visit 


his parents, Mr. and Mrs. L. S. Helfrich, who live there, 


and will stop at both of his company’s branch offices 
on the West coast, located in San Francisco and Los 
Angeles. After a few weeks there, he expects to re- 
turn East, and is planning a business trip te New York 


the latter part of Movembe 


Rentschler on European Vacation 


Werner Rentschler, a director of the Art 
Irvington, N. J., 


Tube Co. 


and son of Frederick Rentschler, presi- 


’ 


dent of the company, has been enjoying a five weeks’ 
pleasure trip abroad 


Most of the time was spent in 
Switzerland. 
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Eric Bush Visits Here 

Eric L. Bush, son of James M. Bush, chairman of 
the board of W. J. Bush & Co., Ltd., London, will sail 
on the Olympic, October 28, after an American visit of 
a little more than a month. Mr. Bush sailed from 
London September 10 on the Empress of Britain and 
spent some time in Mon- 
treal where he made his 
headquarters with W. J. 
Bush & Co. (Canada), 
Ltd. and conferred with 
Montgomery St. Alphonse, 
secretary and treasurer of 
that company. 

After a brief visit to 
Toronto he came to New 
York where he conferred 
with R. R. Webb, treas- 
urer of W. J. Bush & 
Co., Inc., and other officials 
of the American company 





and made plans for further 


Eric L. BUSH 


expansion of the Bush 
business here. 

Mr. Bush commented very optimistically on the 
prospects for his house both in Canada and the United 
States. 


Northwestern Street Address Changed 

The Northwestern Chemical Co., Wauwatosa, Wis., 
has advised us of a change in its street address to 1263 
North 70th street. This does not entail any change in 
the quarters occupied by the company but was due to 
renaming and renumbering of streets by the city. 


Jelly Sails for Europe 
Walter H. Jelly, head of Walter H. Jelly & Co., 


manufacturers’ representative in Chicago, sailed on 
the Hamburg, October 13. Mr. Jelly will visit Ger- 
many and will also make a trip to Belfast, his native 
city. He will be gone absut six weeks. 


Owens-Illinois Branch Moves 

The Cincinnati branch of the Owens-Illinois Glass 
Co. is now located in new and more convenient offices 
in the new Chamber of Commerce Building at Fourth 
and Race streets. Former quarters were at 300 East 
Third street. 


Schaeffer Back from Vacation 

Carl Schaeffer, sales manager for the Stokes & Smith 
Co., Philadelphia, Pa., has returned from a vacation 
spent largely in Ventnor, N. J., and Betterton, Md. 
Much of the time was spent in motoring and in playing 
golf, two of his favorite recreations. 


Muelhens Opens Danish Factory 

Ferd. Muelhens, Cologne on Rhine, Germany, manu 
facturer of the well-known “4711” line of toilet prep 
arations, has opened a branch factory in Denmark 
The company has an established business in toilet 
preparations in Denmark, and the new plant is ex 
pected to greatly facilitate operations there. Ferd 
Muelhens, Inc., New York, represents the company in 
this country. 


438 October, 1932 


Guenther Back from Middle West 

Dr. Ernest S. Guenther, chief research chemist of 
Iritzsche Brothers, Inc., New York, just returned from 
a trip of several weeks to the Midd'e West. Dr. Guen- 
ther visited Cincinnati, Dayton, Chicago, Des Moines, 
Freeport, Winona, Detroit and Buffalo, calling on the 
trade in those centers. 

He reports that the results of his trip were better 
than he had anticipated, and that he found a feeling 
of more confidence among buyers of perfumery raw 
materials. He was especially gratified at the very kind 
reception accorded him and at the interest of buyers 
in information on technical matters connected with es- 
sential oils and other raw materials. 


Glass Products Appoints Agents 


Glass Products Co., Vineland, N. J., has advised us 
of the appointment of L. L. Whitlow as its represent- 
ative in St. Louis, and W. M. Curry to take care of its 
interests in and about Atlanta, Ga. 

The company is placing on the market a new line of 
complete packages for nail polish and other beauty 
products. 


Cork Works’ New Address 


The Chicago Cork Works has moved its offices and 
warehouse to larger quarters and is located at 2609 
North Crawford avenue. The new telephone number 
will be Belmont 6770. 


Marriage of Herman K. Kimble 


Before an altar of autumn leaves and dahlias, 
Herman K. Kimble, son of Col. and Mrs. Evan E. 
Kimble, and Miss Maxine Gibson, formerly of Bridge 
ton, N. J., daughter of Mrs. W. R. Gibson, Philade!phia 
were married at the Ventnor, N. J., apartment of Cel. 


ae and Mrs. Kimble, Septem- 

(ai , ber 24. The Rev. Thomas 

: S. Brock, of Atlantic City, 

former pastor of the First 

Vineland Methodist 

Church, performed _ the 
ceremony. 

Miss Cherrill Gibson, 
sister of the bride, was 
maid of honor, while Ma- 
jor William E. Levis, of 
Toledo, O., president of 
the Owens-Illinois Glass 
Co., was best man. Both 





bride and groom’ wore 
HERMAN K. KIMBLE street costumes at the 
ceremony. Mr. and Mrs. 
Kimble will honeymoon in Europe as soon as business 
details of the Kimble Glass Co., of which the groom is 
vice-president and general manager, permit. In the 
meantime they will occupy the Summer residence cf 
Col. and Mrs. Kimble, at Ventnor. 

The former Miss Gibson was graduated from Bridge 
ton high school and Glassboro Normal School, after- 
wards teaching. Mr. Kimble studied at the University 
of Pennsylvania. Only the families and a few intimate 
friends attended the wedding. 
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Crane Promoted by Liquid Carbonic 

The Liquid Carbonic Corp., Chicago, has appointed 
Roy H. Crane sales promotion and advertising man- 
oger. Mr. Crane has had a rapid rise in the selling 
the “Liquid” the staff of 
the Dallas branch seven years ago as a soda fountain 


end of business. Joining 


salesman, he established a record of individual sales 
which quickly won him the post of 
of that district. 

Four ago the company brought 
Chicago headquarters to supervise all 
and create the plans and literature 
Mr. outstanding 


during the years of depression and, in preparing for 


oT 
sales 


supervisor 
years him to its 
sales education 
necessary to sales 


promotion. Crane’s work has been 
its 1933 sales campaign, the company has added the 
control and direction of its advertising to his present 


duties. 


Apli Installs Puff Department 


American Perfumers Laboratories, Inc., New York, 
has installed and now has in operation a new depart- 
ment devoted exclusively to the manufacture of puffs. 
It will supply the puffs used in the company’s rouge 


and powder compacts. 


Address 


Ind, has advised 
us that its Chicago office was recently moved to the 


Foster-Forbes New Chicago 


Foster-Forbes Glass Co., Marion, 


Pure Oil Bldg., 35 East Wacker drive. The office 
continues under the direction of Charles Fixel and 
W. G. Norman. 


Walker Now 
Walter T. 


Kimble Vice-President 


Walker has been elected vice-president in 


charge of sales of the Kimb'e Glass Co., Vineland. 
N. J. For the last few years he has been general 
sales manager of the company and has made 
an enviable record. Mr. Walker, an alumnus of Yale, 


shortly after 
joined the 
Co. 


rapidly 


graduation 
Western 
where he 
until he 
power apparatus manage? 


Elee- 
tric rose 


became 


sales of that 
division in the New York 
District. He served during: 
the war as a Captain in 
the Aircraft 
Division, 


in charge of 


Production 
later re- 
joined Western Electric as 
manager of the Newark, 
N. J., and later the Buf 
falo, N. Y., branches. 
Leaving Western 


and 





Elec- 


WALTER T. 


W ALKER 
tric, he became connected 


with the Vacuum Oil 
office, and served in 


Co., as manager of the Chicago 


several important capacities with 
that company, later joining the Owens Illinois Glass Co. 
the 


a position which he held until becoming associated with 


as manager of new uses and research department, 
the Kimble Glass Co. 

Mr. Walker has many friends in the glass industry 
as well as among consumers of glassware who will be 


pleased to learn of his well deserved promotion, 
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Western Companys New Offices 

The “Dr. 
West” tooth paste and tooth brushes moved its offices 
into the Merchandise Mart 


Western Co., Chicago, manufacturers of 


on October 15. 


Mysore Yuvarajah in America 


K. N. R. Wadiyar. Yuvarajah of Mysore, arrived 
October 9 on the Europa on his way to Chicago to 
arrange for the India section at the coming Century 


of Progress’ exhibition. 
The Yuvarajah is’ the 
brother of the Maharajah 
of Mysore State. It is 
the first time a member of 
the royal family has 
visited the United States. 
While detailed plans for 
the exhibit were not an- 
nounced, he said that the 
building which wil! house 
the display will be a rep- 
lica of the Taj Mahal 
and that the exhibits will 
show the progress in art 
K. N. R. Waptyar and education made by 
Ind‘a in recent years. 


Mr. Wadiyar conferred with R. R. 
of W. J. Bush & Co., Inc., New York, on the 
wood oil situation. His which is the tl 


state, 
est in India and has a population of six 


Webb, treasurer 
sandal- 
third larg- 
million per- 


sons, is best known to our readers as the producer 
of by far the greater part of the world’s supply of 
East Indian sandalwood and sandalwood oil. 


Convicted of Coercing Druggists 

Max Ginsberg, organizer of 
the City Pharmaceutical Association, 105 Court street, 
Brooklyn, an 


who was said to be the 


organization whose 
District 
re cently - 


activit_es 
Attorney F. X. Ge 
convicted by a ry 
Fitzgerald, October 


were in- 
vestigated by 


Bre oklyn 
County 


whan of 


was before 


Judge 18, on a charge of 


coercion by a Brooklyn drugrist who had refused to 


join the organization. Ginsberg has been remanded 


to jail to await sentence. 


Ginsberg was said to have threatened scveral drug- 


gists when they failed to join the organization he rep 


resented. One proprietor of a drug store testified that 


a window in his store had been broken 


failed to heed Ginsberg’s demands 


twice when he 


The latter’s arrest 


came as the result of a campaign by District Attorney 
Geoghan to clean up a “cosmetic racket” which was 
reported in these columns last month Drugegists and 
cut-rate cosmetic shop proprictors wet threatened 
when they failed to raise the'r prices to a prescribed 
level and when they declined to join the organization 
Salomon Joins Armstrong Cork 

J. B. Salomon, who formerly was general sales 


manager of the McKenna Brass & Manufacturing Co., 
Inc., Pittsburgh, has become associated with th Arm- 
strong Cork & Insulation (: Lancaster, Pa He is 


in the crown cap division of the company 
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Rapin Returns From Europe 

Louis Rapin, vice-president of Antoine Chiris & Co., 
returned on the Lafayette September 18 from a visit 
of about two months in France. Most of his time was 
spent at the laboratories of Etablissements Antoine 
Chiris in Grasse, where he worked on some new prod- 
ucts and the development 
of new ideas which may 
be adapted to the Ameri- 
can market. 

Mr. Rapin also made a 
trip through Spain and 
Northern Africa, includ- 
ing Morocco and Algeria, 
observing conditions in 
the production of essential 
oils in those countries. 

He is now in the course 
of a trip which will cover 
the principal centers of 
cosmetic and soap produc- 
tion in this country and 
Canada. Leaving New 
York on October 2, he went first to Boston and thence 
through New York State to Montreal and Toronto, 
and will later tour the Middle West. 
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Continental Can Increases Earnings 

Net income of Continental Can Co., Inc., for the 
twelve months ending September 30, 1932, as reported 
to the New York Stock Exchange, amounted to $7,- 
669,687, which, after providing $3,198,837, for de- 
preciation and federal taxes, left net earnings avail- 
able for the common stock of $4,470,850. 

This is equivalent to $2.58 a share on 1,733,345 no 
par common shares outstanding and compares with 
$2.54 a share on 1,733,145 shares shown on previous 
report covering the twelve months ending June 30, 
1932. 

It is now estimated that earnings of the company 
for its fiscal year ending December 31 will show some 
further improvement over the share earnings of $2.58 
reported for the twelve months to September 30th. 
Quarterly reports heretofore made this year have all 
included the extraordinary charges made against in- 
come of the last quarter of 1931 to cover special re- 
serves. It is not now contemplated that such _ pro- 
cedure will again be necessary this year, thereby bene- 
fitting earnings of the final quarter. 


T. H. Lyons Gets Appointment 

T. H. Lyons, of I. L. Lyons & Co., Ltd., drug whole- 
salers and manufacturers of toilet goods, was recently 
appointed a member of the Poll Tax and Registration 
committee of the New Orleans Association of Com- 
merce, an organization which will endeavor to increase 
the number of registered voters in proportion to the 
population of voting age. 


Information on Trade Names Asked 

Our Information Department has received a request 
for two trade mark products which are being sold under 
the names, “Fyador” and “Teisone.” 
ciate it if the makers of these products would get in 
touch with us 


We would appre- 
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Charabot Interviewed on Flower Industry 

In a recent issue of Le Petit Nigois, published in 
Nice, appears the first of a series of articles by Theo 
Martin. This series, which will cover in detail the 
floral industry, opens with a long interview with 
Senator Eugene Charabot. The paper has a large 
circulation throughout the Alpes-Maritimes section, 
and its enterprise in presenting this interesting re 
view, and especially the interesting views of Senator 
Charabot who has so long been associated with the in 
dustry and has done so much for its technical advance- 


ment is to be commended. 


Mrs. Seng Beauticians’ President 

Mrs. Lena Seng has assumed her new duties as 
president of the Kentucky Association of Hair Dres 
sers and Beauticians, following her election at th: 
annual business meeting at the Brown Hotel in Louis- 
ville. Other officers elected were: vice-president, Mrs. 
William Stoner, and 


Grace Van Fleet; secretary, 


treasurer, Miss Opal Etherton. 


U.S. lL. in New Radio Program 

The U. S. Industrial Alcohol Co., New York, will 
enter its second consecutive year with a musical radio 
program over the entire NBC red network of 21 
stations for 12 consecutive weeks beginning October 
23. The 1932 hook-up adds four extra cities and 
stations to the “Pyro” chain used in 1931. According 
to accurate estimates, the program will reach 8,000,000 
motorists or more than 14,000,000 listeners. 

Ohman and Arden, radio’s best known piano team 
and sole stars of the 1931 “Pyro” broadcast, will be the 
feature of the new program. They will be supple- 
mented by their own recording orchestra, Miss Beth 
Challis, talented Broadway singer, and Phil Rapp, 





U. S. I.’s RApIO ARTISTS 


special announcer. Trial auditions indicate that the 
program will be among the most popular on Sunday 
evenings. It follows shortly after the Chase & San- 
born hour which will feature Eddie Cantor again. 

The program will be “merchandised” to the jobbing 
and retail trade by means of the house organ Pyro 
News, correspondence stickers attached to letters and 
invoices, and counter and window display cards. The 
program is the only broadcast made by any denatured 
alcohol producer and the only continuous musical pro 
gram of any anti-freeze manufacturer. 
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Chicago Trade Notes 

Drury on European Trip 

A. C. Drury, president of A. C. Drury & Co., Chicago, 
and Mrs. Drury sailed on the Hamburg, October 13. 
Their trip was primarily for the purpose of a much 
needed vacation, but Mr. Drury will seize the oppor- 
tunity of making a tour which will carry him into a 


number of important European countries. Germany, 


France and England will be visited, and stovs will be 





Mrs. A. C. 


Mr. AND 


DRURY 


made and conferences held with the principals of P. 
Robertet & Cie., Grasse, and Schliemann Companies, 
Hamburg, where Mr. Drury will discuss plans for ex- 
tension of the sales of these lines in the United States. 

Mr. and Mrs. Drury spent a few days in New York 
prior to sailing, when the accompanying photograph 
was taken. 


Marriage of F. V. Varallo 


Frank V. Varallo, associated with Norda Essential! 
Oil & Chemical Co., Inc., Chicago office, joined the 


army of Benedicts, October 8 The bride, Winifred 
Kileen Durkin, of Chicago, had the unusual distinction 
of having her brother, the Rev. Father G. Durkin, per- 
form the wedding ceremony, with a nuptial mass at 


Our Lady of Solace Church. A very pretty wedding 
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breakfast followed at the Belden Stratford hotel, after 
which the numbering 500 
guests, retired to the Lincoln Turner Hall where open 
house was held until the wee hours of the morning. 


wedding party, close to 


Perfumers Hold Monthly Meeting 
The 
tion held its monthly meeting at 


Chicago Perfumery & Extract Associa- 
the Hamilton Club 
The members were entertained by Capt. 


Gerby, of the “Century of Progress” bureau, 


Soap 


October 5. 
who gave 
an interesting outline of the buildings and program of 
the World’s Fair which will open in Chicago, June 1, 
1933. Capt. Gorby mentioned during his talk the amaz- 
ing fact that this fair was financed wholly by private 
subscription, without any financial assistance or 
issue by either city, state or 
that 80 private 


bond 
stated 
$35,000,000 in 
1928, when the fair was planned, and these subscrip- 


government. He 


individuals subscribed 


tions have been paid up to date to 98% per cent. This 
is indeed a wonderful record as in comparison with 
World’s Fairs of the past. 

, , can >). 
Century of Progress Plans 

Plans are going forward rapidly and work on some 


of the buildings is progressing steadily for the “Century 
cf Progress” exposition to 
The Hall of 


and toilet preparations displays is shown in the accom- 


open here next Summer. 


Science which will house chemical, drug 
panying photographs, one being a general view of the 
building and the other of 


effective, 


the tower at night with its 


concealed neon illumination. Among the 
houses which have already taken space are Abbott 
Laboratories, Burroughs Wellcome & Co., Chicago 
Pharmacal Co., Eastman Kodak Co., Hynson, West- 


, Bauer & 
Merck & Co., E. R. 


lodent Chemical Co. 


Chemical Co., 


cott & Dunning, Inc., 
Black, Mallinckrodt 
Squibb & Sons, and many others. 
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In Memoriam for Departed Friends 


BoLpT, CHARLES, chairman, executive committee, 
Owens Bottle Co., Cincinnati, October, 1929. 

CHIRIS, MME. LEON, mother of Georges Chiris, pres- 
ent head of the Etablissements Antoine Chiris, Paris 


France, October, 1926. 


HERBERT 


and Grasse, 


Dow, Dr. H., president, Dow Chemical Co., 


Midland, Mich., October, 1930. 
GOETTING, ADOLPH, retired, California Perfume Co., 
Suffern, N. Y., October, 1929. 


GUMPERT, S., founder and president, S. 
Co., Brooklyn, N. Y., October, 1930. 


Gumpert «& 


HupDNUT, RICHARD, retired head of Richard Hudnut, 
New York, at Juan-les-Pins, France, October, 192%. 
HyYATT, HERBERT OGDEN, president and treasurer of 
the Brass Goods Mfg. Co., Brooklyn, October, 1924. 


KILLEEN, EDWARD VINCENT, JR., son of E. V. Killeen, 

Lueders & Co., 

service of his country, October, 1918. 
LIND, MONROE P., 


dein & Lind Co., now the 


vice-president of George died in the 
one of the founders of the Schan 
Garwood Co., manufacturing 
perfumers, Philadelphia, Pa., October, 1926. 
MCNEss, FREDERICK W., Furst-McNess Co., 
Ill., October, 1930. 
Topp, ALBERT May, founder, A. M. 
mazoo, Mich., October, 1931. 
UMNEY, JOHN CHARLES, F.C.S., Ph.C., editor, author 
and essential oil authority, London, Eng , October, 1919. 
Wess, JAMES A., of James A. Webb & Sons, 
New York City, October, 1910. 
LA ITE 
Frank J. Gorse 
Gorse, who was associated with the Scovill 
Waterbury, Conn., for 


Freeport, 


Todd Co., Kala- 


cologne 


spirits, 


Frank J. 


Manufacturing Co., more than 


fifty vears, died suddenly at his home in Waterbury 
October 1. He was seventy years old. 

Mr. Gorse was a cousin of the late Chauncey P 
Goss, former president of the Scovill company, and was 


firm during his entire business 


with the 
career. Ip 1920 he 
office which he held at 
unmarried, and leaves only a brother, Arthur H. 
of Brooklyn, N. Y. 


connected 


was made assistant treasurer, an 
the time of his death. He wa 


Gorse, 


* 


Alfred W. Jenkins 


Alfred W. Jenkins, owner of the brokerage firm of 
Parsons & Petit, New York, died in Vichy, France, 
September 28 Mr. Jenkins had retired in 1930 to 
devote himself to the study of art and music in which 
he had always been deeply interested. He was 70 


dictated 


mailed 


death, he 
Vichy and 


old. A few before his 


his obituary to a 


years days 


stenographer in 


it to his business associates with the statement that 
he wished to have it printed when he died. Thi 
obituary follows: 

‘Born at Mystic, Conn., July 17, 1862, and moved 


there a life 
taking a 


to Brooklyn when very young, residing 


time. Educated in the public schools, sup 


plementary course in arithmetic and grammar, French 


and music. Joined Parsons & Petit at an early age, 
rose from office boy to senior partner and _ finally 
became sole proprietor. 

“Deeply interested in art, music and literature. 
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Was one of the trustees of the Brooklyn Institute ot! 
Art and Sciences and one of the governing committee 


of the Brooklyn Museum and the Brooklyn Botanic 
Garden. Very fond of floriculture. 
“One of the older members of the Montauk Club, 


member of the Metropolitan Museum of Art, French 
Institute, Natural History, 
the City of Art Centre and 
other Member of the 
National Opera Club of America and member of vari 
turf 
holidays for many years. 


Museum of 
New York, 
institutions. 


American 
Museum of 


various public 


ous organizations, having enjoyed racing on 


“Traveled extensively in Europe and was familiar 


with most of its countries, particularly France, where 
he lived for the last three years of his life. He 


and did 


was 


a great admirer of France everything he 
could to promote the cordial relationship between the 
two countries.” 


* * « 


Bavard W. Bennett 


Bayard W. Bennett, formerly assistant treasurer 
of the Oxzyn Co., New York, died at his home in 
South Orange, N. J., October 2. He was fifty-two 


years old. 

Mr. Bennett, who was a graduate of 
New York School, left 
a manufacturer of cosmetics, in 


Amherst Col- 
the Oxzyn Co., 
1928 for another line 


lege and Law 


one time he had been treasurer of 


Plate Co., 
member of Hope Ledge, F. 


of endeavor. At 
the Standard 

He was a 
Sons of the 
Club of New 


Tin Cannonsburg, Pa. 
A. Mx: 


Amherst 


and 
and the 
widow, he 


American Revolution, 


York. Besides his leaves a 


daughter, Miss Margaret Bennett; a brother, Arthur 
Bennett, and his mother and father, Mr. and Mrs. 
H. T. Bennett, of East Orange. 

K * * K 


William R. Heath 

William R. Heath, until his retirement in 1924, vice- 
president and legal advisor of Larkin Co Inc., Buffalo, 
died September 27 at the age of 69. Mr. Heath was 
born in Boone County, IIl., and obtained his early edu- 
cation in the district and town schools of Belvidere, IIl. 
He was graduated from the State Normal School and 
after teaching school for a short time, attended North- 
western Law School, receiving the degree of Bachelor 
of Laws in 1888. 
and 
where he 


He began to practice law in Chicago 
1899 Buffalo 
Soap 


continued until when he moved to 


became associated with the Larkin 


Larkin Co Ine. He was also 
a director and vice-president of the Buffalo Pottery Co., 
the Buffalo Leather Co, and the Greensburg Glass Co. 

Mr. Heath Miss Mary Hubbard of Hudson, 
Ill., in 1888, who, with five children, Horton Hubbard, 
Paul Silas, Evelyn Agnes, William Thomas and Clark- 
son Wright Heath 


Manufacturing Co., now 


married 


2nd, survives. 


Vrs. 


We record with deep regret the death of Mrs. Anna 
wife of Dr. Bernard Herstein, of the U. S. 
Alcohol Co. Mrs. Herstein passed away at 
her home in Brooklyn, September 29. She 
Karl M., and Frederick E. 
two daughters, Lillie and Mrs. Jane H. White. 


Anna Herstein 


Herstein, 
Industrial 


leaves her 


husband, two sons, 


and 
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Harry Bentley 
Harry Bentley, head of the Standard Soap Co., Cam- 
den, N. J., died suddenly, October 6, of a heart attack. 
Mr. Bentley, who was 
pany of 


55 years old, founded the com- 
was the than twenty 
years ago and conducted its operations throughout that 
time. Funeral services 
Merchantville, N. J., 
Lakeview 


which he head more 


held at his home in 
October 8&8, with 
Park, Cinnaminson. Mr. Bentley 
Cecil, and a daughter, 
Raymond Carey, all of Merchantville. 
a * * ~ 
Herman A. Kley 

Kley, New York 
Matarazzo, Sao Paulo, 
Chimerie 


were 
interment in 
Memorial 
leaves his widow, 
Mrs. 


one son, 


Herman A. 
nm. 
of the 
Mia-mi 


representative of T. 
Brazil, manufacturers 


Les Parfums de and Os Perfumes 
cosmetics, died 


Mr. Kley 


was a very successful business man of high standing 


lines of perfumes and 


suddenly September 14 at the 


soap, 


age of 47. 


and was much esteemed by his principals in Brazil and 
employes in New York. 
children and a daughter by a former marriage. 


* % * * 


He leaves a widow, two young 


John Gray 


John Gray, formerly vice-chairman of Lever 
Brothers, Ltd., Port Sunlight, England, died at Colwyn 
say, Mr. 


educated in 


recently, aged 45%. 
Dalkeith. He Edinburgh, 
and became a chemist with Clippen’s Oil Co., first at the 
later at its Midlothian 
He was appointed to Lever’s chemistry depart- 

1898, and 


England, Gray was a 


native of was 


firm’s Jchnstone works and 


works. 
ment in four years later became works 
manager. 

In 1906 Mr. Gray was appointed managing director of 
Brothers, 1920 


he relinquished that position to become managing direc- 


Lever and in 1918 vice-chairman. In 
tor of the associated ‘enterprises, Wm. Gossage & Sons, 


Widnes, and John Knight, Ltd., London. 


New Equipment and Installations 
Unde r 


equipment 


this 


and the machinery 
The and the 
supplied by them and are not to be con- 


heading appear descriptions f new 


installation of by ow 


advertisers. claims made descriptive 
matter are 
sidered as an endorsement. 


F. J. 
Full 


Stokes Machine Philadelphia, 


Automatie Clipless Closing Machine. 


Pa.—Neu 
“All 


Co., 


manu 


facturers who use collapsible tubes for packaging their 


products will be interested in an announcement just re- 


leased by the F. J. Stokes Machine Co. that it is now 


prepared to furnish a full automatic machine which 
makes the so-called clipless type of closure. It is 
claimed by the manufacturer that this new machine 
does not necessitate the extra length tube usually re- 


quired, and at the same time the closure is said to be 
stronger and, if desired, more material can be packaged 
into the same length of tube. This new model, known 
as the No. 90-D, has a production of 45 to 50 tubes pet 
minute of sizes up to those 14s. 

“It is stated that 
full 


filling machines to make the same 


inches by 7 inches. 


this full automatic machine will be 


followed by a line of semi-automatic and hand 


type of closure.” 
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‘irculars, Price Lists. Ete. 


Flavoring Extract Manufacturers 
Memoriam, Thomas J. Hickey”’.—The 
attests its memory of 


Association.—‘/n 
association here 
Mr. Hickey 
who was closely associated with its activities for many 
years. It contains an excellent portrait of Mr. Hickey, 
a sketch of his life and work and a large number of 


reverence for the 


letters and telegrams expressing the esteem in which 
their writers held him and the deep regret with which 
the entire industry faced his loss. The booklet 
with a word of appreciation for its motives and pur- 
pose by Mr. Hickey’s brother, Francis A. Hickey. 


closes 


* 


Associated Manufacturers of 
York, N. Y.—Trade Marks for 


ticles and Soaps, Supple ment No. 138. 


Toilet 


Pe rrumes, 


Articles, New 
Toilet Ar- 
The association 
has mailed to each of its members another supplement 
to its original book of unregistered 
trade marks. It contains all trade marks registered in 
the United States Patent Office for toilet articles, per- 
fumes and soaps from January 1, 1932, to July 1, 1932, 
and all unregistered trade marks submitted to the asso- 


registered and 


ciation during that period. 
* * & * 

Fritzsche Brothers, Inec., New York.—Wholesale 
Price List—The company’s price list for October, 
1952, is presented in the same form as previous cata- 
logs, containing current prices for essential oils, 


“Fritzbro” floral 


aromatic 


concentrates, waters, synthetic flower 


oils and specialties, chemical preparations, 


flavors and other products handled by the company for 
the drug, flavor 
“Fritzbro 


a tlavor for confections, ete 


perfume and indust ies. An insert 


announces the new Rum and Butter Flavor,” 


* * 


& Wolfe. il.—Cir- 


This interesting circular describes 


Neumann-Buslee 
“Subuen.” 


Inc., Chicago, 


( ular on 


the company’s product “Subuen” which it recommends 


for use in hair waving compounds. A portion also is 


devoted to “Jasmin L,” one of the company’s perfume 


raw materials 


Lueders & Co., New 
October, 1932.—This 


George 
Price List 


monthly catalog of prices for materials supplied to the 


U 


York City.—Wholesal 


is the company’s usual 


lrug, perfume and flavor industries. Prices are quoted 
for the following materials among others: Essential 
oils, aromatic chemicals and compounds, absolute 
flower essences, liquid flower oils, concrete flower es 
sences, vanilla beans, olive oil, concentrated imitation 
essences for flavoring, pure natural fruit essences con 
centrated, vanilla concrete, coconut flavors, extracts 
conforming to standards officially adopted, ethers and 


amyls, certified colors and sundries 


Karl Kiefer Machine Co., Cincinnati, Ohio.—Catalog 


of machinery for quid and sen quid rroducts. 


This interesting folder describes and illustrates a num 


ber of types of machinery especially adapted for liquid 


and semi-liquid products It includes filling machines, 


filters, pumps, conveying equipment, and lists as 


offices 


well 


the company’s branch and salesmen 


Octobe or 








Scovill Manufacturing Co., Waterbury, Conn.—‘“The 
Economic and Ethical Responsibility of the Average 
Man and Woman,” by John H. Goss, vice-president of 
the company.—Mr. Goss has sent us this very interest- 
ing little booklet, privately printed, which gives his 
views on the responsibility of the so-called “white col- 
lar” class in the present emergency and after. While 
every one may not agree with Mr. Goss’ views of the 
situation and of the responsibility of the various 
classes, the booklet itself is well worth reading and is 
an interesting contribution to the literature of the de- 
pression. 


x * * * 


Anchor Cap & Closure Corp., Long Island City, N. Y. 

Circulai on “Double Duty Packages.” This in- 
teresting circular discusses the extra services and 
value to manufacturers which some packages possess 
and special reference is made to the advertising value 
of glass containers with proper closures. Numerous 
examples are cited and suggestions tor improving 
packages are given. Copies of the circular may be had 
from the corporation at 22 Queens street, Long Island 
City. 

; * * * * 

Giles Can Co., Chicago, Ill.—‘The Candle” for Oc 
tober.—This issue seems to be a special eclipse number, 
and very interesting photographs of the recent solar 
eclipse are published with a descriptive article. Much 
other interesting material is also offered. The cover 
follows out the astrological motif. 

* ” * * 

Phoenix Metal Cap Co., Chicago and New York.— 
“The Flame” for October.—This is an exceptionally 
handsome copy of this interesting magazine. The illus 


+ tt 


rations attract 


particular attention, consisting in 
part of pen sketches of Autumn landscapes. 
* * © 7” 
Arthur Colton Co., Detroit, Mich.—Circular on Colton 
Banding Unit.—The company hasgecently distributed 


an illustrated circular describing its new banding unit. 


The apparatus is designed for attachment to a package 
machinery company’s wrapper, and is said to facilitate 
operations and eliminates a separate banding machine. 


Further information on the unit may be had by addres 


ing the company at 2609 East Jefferson avenue, Detroit. 
- a a ” 

Bleecker-Foster, Inc., St. Paul, Minn.—The Gold Book 

of Golden Opportunities Here is one of the most at 

tractive catalog which has come to our attention in 


some months It is printed throughout on colored 


stock, and the inside pages are in a variety of different 


colors. The cover is modernistic in design and carries 
out the “golden opportunities” idea, a well filled treas 
ure chest appearing on the front cover. Illustration 


of the various products manufactured by the company, 
which include perfumes, soaps toilet articles, cleaner 
household articles, flavoring extracts and remedies, are 
unusually wel] done, the majority having been repro 


On the inside 


duced jin the actual size of the product 
cover is a message of greeting from G. F. Foster, vice 


president of Bleecker-Foster, Inc., and president of the 


G. F. Foster Products Co., the selling company for the 
former concern, to ft “thousands of friends and co 
worker n tne direct ening field.” 
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Europress Co., New York City.—‘The Economic 
Dilemma of Politics,” by Dr. Paul Douglass.—Thi 
booklet of 47 pages marshals an array of facts and 
figures in defense of the German position in interna 
tional affairs. It is unnecessary to agree with its 
conclusions to recognize its value as a contribution to 
this important question. Copies may be had from the 
publishers at $1. 

* * 

National Wholesale Druggists Association.—Conven 
“Uncle Bill, the Old Wholesaler” 
sent out to wholesale druggists a novel message urging 
them to attend the N. W. D. A. convention in White 
Sulphur Springs, W. Va., 


ment is lettered on a_ rolled piece of ordinary 


tion Circular. 


recently. The announce- 


wrapping paper, worded in “Bill’s” quaint style, and 
is accompanied by a pair of rose colored spectacles 
which “Bill” says is to replace “them blue ones you 


have been wearing.” 


Bond Manufacturing Co., Wilmington, Del.— 
Booklet on “Cork-Tex Ewvpansion Joint.’—In a most 
interesting and attractively illustrated booklet the 
company describes its product, “Cork-Tex Expansion 
Joint,” which is used to take care of expansion and 
contraction of concrete. Charts show the results in 
graphic form of tests on the product which were con 
ducted at Massachusetts Institute of Technology. 
Other illustrations show the material in actual use. 

Neumann-Buslee & Wolfe, Inc., Chicago.—W holcsal 
Price List, Oct. 1, 1932.—The company has issued its 
usual monthly price catalog for essential oils, flavoring 
specialties, food colors, colors for technical uses, per- 
fumers’ synthetics and floral ottos, gums, perfume 
concentrates, aromatic chemicals and specialties for 
manufacturers in the drug, perfume and _ flavor 
industries. 


Book 


(Copies of Books Reviewed in this Column, and other 


Reviews 


Works Useful to our Readers may be Obtained through 
the Book Department of THE AMERICAN PERFUMER & 
ESSENTIAL OIL REVIEW, 432 Fourth Avenue, New York.) 


Perfuming Toilet Soaps 
MODERN SOAP PERFUMES, by Frank H. Sedgwick, 54 
pp. The Soap Trade and Pe rfumery Review, 102 
Shoe Lane, Fleet St., London. Price 2/6. 

Anyone who has the courage to write on the per- 
fuming of soap courts sharp criticism of the state- 
ments made. The cause of this is attributed to the 
great lack of accurate information on the subject. The 
author of this work who, according to the foreword 
“is the happy possessor of a University training in 
chemistry combined with a thorough practical experi 
ence of his subject,” attempts to overcome the conserv 
atism of English soap perfumers toward newer 
ynthetic aromatic chemicals. A reading of the work 
leaves the reviewer unconvinced that he attains his 
purpose. The main reason for this is that in presenting 
hi ubject the author does not give sufficient detail 


The American Perfumer 





















































He misses his goal in brevity and presents his state- 
ments without explanation or corroboration. 

The work is divided into three sections. The first 
has to do with General Principles. Issue is taken par- 
ticularly with the statements that there are but two 
factors which govern the constitution of a soap per 
fume. Beside the two described, namely, Costing 
Limits and Suggested Final Color, there are others. 
The purity of the perfume raw material is another 
factor, and even more important is the kind, odor and 
composition of the soap to be perfumed. This latter 
factor is omitted though the milling of soap is men- 
tioned. This leads one to assume the perfume formulae 
in Section II on Individual Perfumes are for perfuming 
milled soaps only. The formulae given in this section 
court criticism. Many of them contain ingredients 
which break down in milled soaps in short periods of 
time. No reference is made to this condition. Then 
too, certain compounds or specialties are recommended 
to replace pure chemicals. This is an individual opinion 
which is open to question. The third section which 
deals with Practical Notes on Raw Materials is incom- 
plete. It gives general information, but not “practical.” 
Take citral as an example. It is well known that citral 
is a very unstable body in soap so as to render it prac- 
tically worthless as a soap perfume ingredient. The 
author merely tells us its occurrence, how it should 
smell and that a crude product may be used for per- 
fuming soap. This sort of information is hardly “‘prac- 
tical.” 

The book has merit in that it is a sort of a guide for 
the production of floral type of odors for milled soaps. 
Beyond this its scope of information is very limited. 
It is, however, an effort to contribute to the difficult field 
of perfuming soap. Dr. E. G. THOMSSEN. 


New .Incorporations 


Golden Products Co., Wilmington, Del., cosmetics, 
toilet and bath preparations, $100,000. 

Barbara Gould, 35 West Thirty-fourth street, New 
York City, toilet articles, 200 shares common stock. 

Royal Flavors Co., Passaic, N. J., manufacture of 
extracts, 15 shares common stock. 

La Bonne, Inc., Philadelphia, Pa., shampoos, hai 
tonics, oils, $100,000. 

Beauty Utilities, Inc., Summit, N. J., beauty parlor 
accessories, 20,000 shares common stock. 

Sileo Cut-Price Stores, Inc., Dover, Del., drugs, 
medicines, chemicals, 
articles, $100,000. 

Fellers Beverage Corp., New York, N. Y., syrups, 
extracts, $1,000,000. 

Vivid-Glow Cosmetics, Inc., Wilmington, Del., $200, 
000, 

National Sanz Corp., Wilmington, Del., deodorants 
and chemical products, 2,500 shares common stock. 

The Aid-All Co., Inc., Newark, N. J., cosmetics, 100 
shares common stock. 


perfumeries, soaps, _ toilet 


Lionel Rogers Corp., Wilmington, Del., perfumes, 
rouges, lotions, extracts, $50,000. 

New Yorker Cosmetic Corp., 551 Fifth avenue, New 
York, $10,000 pf., 200 shares common stock 

Bell Distributing Corp., 235 Greenwich street, New 
York, cosmetics, drugs, $75,000. 
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Storfer Sales Corp., 236 Fifth avenue, New York, 
cosmetics, 100 shares common stock. 

Alexandra De Markoff Sales Corp., 1 East Fifty-third 
street, New York, cosmetics, $2,500 pf., 100 shares 
common stock. 

Cosmetics, Inc., 5710 Armitage avenue, Chicago, 
$20,000. 

American Compound Co. of Illinois, 180 West Wash- 
ington street, Chicago, cosmetics, $50,000. 

Perfumers and Cosmetic Guild Corp., West Haven, 
Conn., $50,000; 500 shares, par $100. 
S. P. Benjamin, Jr., Samuel A. 
Walhimer. 

Edele Rouen, perfumes, $20,000. M. H. 
101 Broadway, New York. 

Lashbrow Products Co., cosmetics, 100 shares com- 
mon stock. Safir & Kahn, 521 Fifth avenue, New 
York. 

Wilfred Academy of Hair & Beauty Culture, 1657 
Broadway, New York, 200 shares common stock. 


Incorporators, 
Krause and Morris 


Davidson, 


Chatham Cosmetics and Drugs, 347 Fifth avenue, 
New York, 150 shares common stock. 

Hanomar System, 200 West Fifty-seventh street, 
New York, cosmetics, 500 shares common stock. 

Thomas Melton, Ltd., 100 Fifth avenue, New York, 
cosmetics, 80 shares common stock. 

Roux Laboratories, barber shop supplies, 100 shares 
common stock. I. Unger, 67 West Forty-fourth street, 
New York. 

U. S. De Musset Sales Corp., cosmetics, 100 shares 


9OQr 
} 


common stock. D. L. 5 Madison avenue, 


New York. 
Addé, Inc., 712 Madison Avenue, Baltimore, Md, 
toilet preparations and cosmetics, 2,000 shares preferred 


Sprung, 


stock, $10 par, 800 shares no par value common stock. 


Business Troubles 


Karl Voss Corp., Hoboken, N. J., after making an 
assignment for the benefit of its creditors, was taken 
over by Shoup-Owens, Inc., of Hoboken, N. J., and 
will be operated as a separate division of that corpo- 
ration under the direct supervision of Karl Voss as 
president. 

Fayro Sales Co., 354 Broadway, New York City, bath 
salts. Liabilities, $33,100; assets, $8,884, main item 
being accounts, $7,804 

Rouen et Cie, Inc., 36 East Twentieth street, New 
York City, cosmetics, has assigned to Jerome Tannen 
baum, 0 Riverside drive, New York City. 

Bersimo, Inc., 16 West Forty-sixth street, New 
York City, hair dyes. The Irving Trust Co. has been 
designated receiver by Judge Caffey. 

Simpson, Inc., 6511 West Sixty-fifth street, Chicago, 
manufacturer of paper boxes. Liabilities, $14,454; as 
sets, $4,768. 

Abraham Broidy, trading as Cash Sales Drug Co., 
1032. Winthrop avenue, Brooklyn, N. Y 
drug supplies, by Crystal Corp., for $100, P. Beiers- 
dorf & Co., Inc., $265.22, and Brewer & Co., Ine., 
$342.44 

Empress Manufacturing Co., 915 Broadway, cos 
Liabilities, $11,860; assets, $1,970 


WwW holesale 


metics. 
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Canadian News and Notes 


Canadian Perfumers Hear Doolittle 

Indications of the progress that is being made by the 
Association of Canadian Perfumers and Manufactur- 
ers of Toilet Articles were very much in evidence at 
the Royal York hotel, Toronto, September 26, when 
52 members and their wives sat down to an elaborate 
banquet as the guests of Addington Doolittle, of Com- 
pagnie Parento, Inc., Croton-on-the-Hudson, N. Y. 
Mr. Doolittle, who was assisted by D. E. Picciano, of 
the same company, showed the gathering some 1,500 
feet of moving picture film dealing with the perfume 
industry in the Old Country. Particularly interesting 
were the scenes taken in Bulgaria showing rose cul- 
ture, the lavender fields in France, and the process of 
distillation of citrus oils at Messina. Mr. Doolittle, 
who with the help of Mr. Picciano delivered an inter- 
esting lecture on the film, was shown going through 
the Organico plant at Nanterre, France. 

The meeting, announced Mr. Kennedy, was the larg- 
est ever held by the toilet goods industry in Toronto. 
The increase in membership of late months showed, 
he said, that the association knows just where it is 
going and without this no progress can be made. He 
outlined the aims of the association and added that the 
manufacturers of toiletries in Canada could meet com- 
petition from any part of the world. He brought forth 
a salvo of enthusiastic applause when he disclosed the 
information that 24 new members had signed up since 
the annual meeting in June. 

Mrs. Gladys Robinson Scott, who was accompanied 
at the piano by Miss Margaret Damp, rendered two 
delightful solos, and both were suitably “thanked” by 
Mr. Harris who expressed the gratitude of the as- 
semblage to the artists. W. Lloyd Linton introduced 
the guest speaker, and at the close of Mr. Doolittle’s 
address, R. W. McClarty moved a vote of thanks to 
the visitors from New York. 
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It was announced then by Mr. Kennedy that the 
next meeting would be held at the Royal York, when 
Thornton Purkis, well known advertising man, would 
tell of some of his experience on his recent six weeks’ 
trip through Russia. 


List of Guests 

Among those present were D. E. Picciano and 
Addington Doolittle, Compagnie Parento, New York; 
J. R. Kennedy, United Drug Co., and Mrs. Kennedy; 
W. L. Linton, Northrop & Lyman Co.; A. P. Taylor 
and J. M. Catto, Soaps-Perfumes, Ltd.; Sam Harris, 
Harris Litho Co., and Mrs. Harris; Esther Shapiro, 
Helena Rubinstein, Ltd.; F. C. Breeze and H. F. 
McDermott, W. J. Bush Co.; C. G. Carmichael, Gordon 
Gordon, Ltd.; H. D. Wintrob, Hollywood Laboratories; 
C. P. Layton, Consumers Glass Co.; W. F. Wilson and 
F. C. Haywood, Anchor Cap and Closure Corp.; Fred 
R. McBrien, Parfumerie Me'ba; FE. J. Reed, F. W. 
Fitch Co. and Thayer Perfumer; J. Robert Ferrell, 
Morana, Ltd.; J. A. Henderson, Collett Sproule, Ltd.; 
A B. Burns, Canadian Industrial Alcohol Co.; F. A. 
Fielder, Fielder Paner Box Co.; Walter M. Campbell, 
Stuart Bros.; Ross M. Campbell; C. J. L. Zryd, Zryd 
Mfg. Co.; F. E. Scott, P. L. Scott, May I. Smith, 
Gladys Robinson Scott, Margaret E. Damp; C. A. 
Richardson, Bowell Warehouses; C. M. Prescott, A. E. 
Long Co.; G. A. Clarke, Lever Bros.; A. J. Edkins, 
United Drug Co.; Fred Hodder and C. M. Brodie, A. 
E. Long Co.; D. Sutton, Pompeian Co. and Frostilla 
Co.; B. Allen, B. Allen, Ltd.; J. M. Oxley, R. W. Dixon, 
Dominion Glass Co.; H. J. Willeock, Campana Corpora- 
tion; L. B. Ward, Mr. and Mrs. A. B. Ferguson; Mr. 
and Mrs. R. W. McClarty, R. W. McClarty, Ltd.; Mr. 
and Mrs. J. W. Patterson, Stanley Mfg. Co.; Edward 
Stenger, Norde, Ltd.; W. C. A. Moffatt, editor of Drug 
Merchandising and representative of THE AMERICAN 
PERFUMER, and Mrs. Moffatt. 


MONTHLY LUNCHEON GROUP 


Mr. and Mrs. Kennedy, center head table; at his left, W. D. Linton, A. P. Taylor and Mr. and Mrs. S. 


Harris; at Mrs. Kennedy’s right, A. Doolittle and D. E. 


Sixth from end seated at left, Harry J. Willcock. 


Picciano; end of head table on right, W. C. A. Moffatt. 
Extreme end right, P. L. Scott; fourth from end seated Capt. 


J. M. Catto; at his right, A. B. Burns; eighth and ninth from end E. J. Reed and F. R. McBrien. 
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Displays at Canadian Exposition 
 ppergge HUDNUT, Ltd., Toronto, had a unique 

and attractive display of perfumes and _ toilet 
articles at the Canadian National Exhibition, Toronto. 
The exhibit was created by Jules Brodeur, well known 
New York artist who recently returned from two 
months’ study in Paris, devoted to new displays in the 
studios and salons of the world’s art centre. 

The Hudnut display showed the entire range of 
perfumes, powders and other products. Included were 
smart new “Cigarette Vanities” in silver finish and 
enamel which are being featured strongly for the 
Christmas trade. Thousands of special packages of 
perfumes and toilet products were distributed to 
visitors. 

As usual the Yardley & Co., (Canada) Ltd., display 
at the exhibition was of outstanding interest. The 
powdered wigs and billowing dresses of the ten lovely 
ladies in the garb of the year 1770 in England proved 
an attraction to thousands of visitors daily at the big 
fair. The Yardley exhibit was thronged with visitors, 
and many of their products, including the “Orchis,” 
one of their newest perfumes, found many new friends. 

Palmers, Ltd., Canadian distributor of Bourjois and 
Barbara Gould preparations, had an attractive dis- 
play. The booth was well set off by a gorgeous silver 
and blue background which attracted the eyes of thou- 
sands of visitors. The preparations were shown in a 
six-foot case, and many inquiries were received from 
visiting druggists as to which of the lines had proved 
the best seller. Among the lines shown were: “Ashes 
of Roses,’ 
bara Gould.” 


“Evening in Paris,” “Fiancee” and “Bar- 

One of the booths at the exhibition which attracted 
considerable attention was that of the “Outdoor Girl” 
beauty products, which display depicted outdoor scenes 
in colorful posters, and the gleaming showcases showed 
up well against the background. 

Many attractively costumed girls were in attendance 
at all times, demonstrating the many lines of toiletries 
to visitors. The display proved very impressive to 
visiting druggists, some of whom arranged for sup 
plies to be forwarded at once. 

Dalcrose toiletries, well known in England, made 
their debut at the exhibition this year in a display 
sponsored by Lyman Agencies, Ltd., Toronto, Montreal 
and Vancouver. Against an ultra-modern background, 
shining showcases displayed these delightful cos 
meties in an attractive way. A special “Acquaintance” 
package, containing bath salts, face 
powder, cream and a hand prepara 
tion, was used to make visitors bette 
acquainted with these products. The 
entire assortment sold for 25 cents 
and was designed to introduce a wide 


range of Dalcrose lines to the public 


Your First Step 
On accepting any job or position, 
it is a very good plan to start produc 
ing before you try to prove that your 


revolutionary or radical recommenda 





tions are going to work. The Silent 
Partner. 
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Canadian Duties Affect Cosmetics 


UBLICATION of the schedule of Canadian import 

duties which were made provisionally effective on 
October 13 in accordance with the Canadian agree- 
ment with the United Kingdom at the Imperial Con- 
ference at Ottawa in August, will have a considerable 
effect upon our industries. Schedules in which manu- 
facturers of toilet preparations and dealers in essential 
oils will be particularly interested are as follows: 
United 
British 


Vanilla beans, when imported from the 
States, raised from free to 10 per cent. 
preferential rate remains free. 

Ewtiacts, essences, ete., from the United States re- 
British 
preferential rate reduced from $10.00 and 30 per cent 
to $8.00 and 30 per cent. 


mains at $10.00 and 30 per cent ad valorem. 


Alcoholic perfumes and toilet preparations in bottles 
of not more than four ounces each from the United 
British 
preferential rate reduced from 90 per cent to 60 per 


States remain at 90 per cent ad valorem. 
cent ad valorem. When in packages containing more 
than four ounces each from the United States, the 
valorem. 
British preferential rate reduced from $5.00 per gal- 


rate remains at $5.00 and 40 per cent ad 


lon and 40 per cent ad valorem to $5.00 per gallon. 

Stearic acid, United States rate remains at 20 per 
cent. British preferential rate reduced from 12% 
per cent to free. 

Soap, common or laundry, United States rate 
raised from $1.00 to $1.50 per hundred pounds. British 
preferential rate reduced from 65c¢ to 50¢ per hundred 
pounds. 

Castile soap, United States rate remains at 2¢ per 
pound, sritish preferential rate reduced from le 
per pound to free. 

Von-alcoholic perfumery and toilet preparations, 
United States rate increased from 321% per cent to 
10 per cent. British preferential rate reduced from 
25 per cent to 20 per cent. 

Gums, including arabic, tragacanth, and others, 
United States rate increased from free to 15 per cent. 
British preferential rate remains free. 

Essential oils, not otherwise provided for, United 
British prefer- 
ential rate reduced from 5 per cent to free. 


States rate remains at 7' per cent. 


Oils, not edible, fo) manufacturing soap, United 
States rate increased from free to 10 per cent. British 


preferential rate re 


mains free. 





HUDNUT AND DALCROSE DISPLAYS 


October, 








and, of course, Bill Hartley, genial and efficient as 
ever, was in charge. There were about 40 present at 
the luncheon and about the same number bowled. 


Lux Display Winners Announced 


Winners were recently announced for the Fifth Win- 
dow Display Contest conducted by “Lux” toilet soap. 
The awards having been completed by the judges, 
checks were mailed to the winners as follows: 

Group No. 1 (Rural Communities and towns up to 5,000 
population ) 


Ist Prize—Dunlop Drug Store, ‘Dundas, Ontario. $150.00 
2nd Prize—T. Hockin Company, Dutton, Ontario 100.00 


Group No. 2 (Towns and Cities ranging from 5,000 to 
100,000 population) 


Ist Prize—Ernest Lapointe, Quebec City, Que 150.00 

2nd Prize—Puckett Brothers, Oshawa, Ont...... 100.00 
Group No. 3 (Cities of 100,000 population and over) 

Ist Prize—W. G. Lanthier, Ottawa, Ont.... 150.00 

2nd Prize—W. Eddington, Toronto Ont . 100.00 


In addition, hundreds of other lesser prizes ranging 
from $75 down to $5 each were given to winners in each 
group. The total number of prizes awarded was 1,160, 
and the total sum in cash was $9,725. This repre- 
sented an increase in the number of prizes over the 
1931 Contest, when 990 prizes were awarded. 

In addition, several thousands of dealers who did 
not receive a prize but who sent in photographs of 
their displays are each receiving $1.50. 


Death of Evelyn Nesbitt 


Evelyn Nesbitt, 48 years of age, one time head of 
the Manitoba Pharmaceutical Association, a former 
president of the Canadian Pharmaceutical Association 
and one of Canada’s most prominent pharmacists, died 
September 13 at his home in Fort Garry, Winnipeg. 
A native of Winnipeg, Mr. Nesbitt had been closely 
connected with the city’s business life and also was a 
prominent member of the Masonic Order, Knights of 
Pythias and the Orange Order. His business in con- 
nection with the sale of gramophones and radios ex- 
panded so that some time ago he gave up his profes 
sion as a druggist and devoted his time to the other 
development. He was unmarried and leaves only his 
sister, Mrs. H. M. Chesney. 


Canadian Patents and Trade Marks 


oo increasing international trade relations be- 
tween the United States and Canada emphasize 
the importance of proper patent and trade mark pro- 
tection in both of these countries in order that the ex- 
pansion of business may not be curtailed by legal diffi- 
culties. 

For the information of our readers, we are main- 
taining a department devoted to patents and trade 
marks in Canada relating to the industries represented 
by our publication. 
“This report is compiled from the official records in 
the Canadian Patent Office. 

All inquiries relating to patents, trade marks, de- 
signs, registrations, copyrights, etc., should be ad 
dressed to 


PATENT AND TRADE MARK DEPARTMENT 
Perfumer Publishing Co., 432 Fourth Ave., New York. 


TRADE MARK REGISTRATIONS 
“Torch Brand,” in combination with the representa- 
tion of a waxen seal upon which is shown the letter 
“A” and the device of a torch with the line radiating 
therefrom. Perfumery, toilet articles, soap and prepa- 
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rations for the teeth and hair. Allen & Hanburys Co., 
Ltd., Lindsay, Ontario. 

“Bes-Tone.” Hair dyes and cosmetics. 
Laboratories, Ltd., New York, N. Y. 

“Florida Water” in conjunction with the words, 
“Murray & Lannan,” arranged on a label on which are 
representations of a fountain, wreaths of flowers, 
scrolls, a butterfly, parrots, a man and a woman in 
medieval garb and a shield. Toilet preparations. Lan- 
man & Kemp—Barclay & Co., Inc., New York, N. Y. 

“Pylora.” Dental preparations. Frederick Stearns 
& Co. of Canada, Ltd., Windsor, Ontario. 

“OnIzed.” Jars for perfumes and other toilet arti- 
cles. Owens-Illinis Glass Co., Toledo, Ohio. 

“Pearl.” Hair lotions. Nestle-LeMur Co., New 
York, N. Y. 

“Colgate’s Rapid-Shave Cream.” Shaving cream. 
Colgate-Palmolive-Peet Co., Ltd., Toronto, Ontario. 

“Rhodia.” Perfumes and soaps. Societe des Usines 
Chimiques Rhone-Poulenc, 21 Rue Jean-Goujon, Paris 
(8e), France. 

“Nivea.” Toilet preparations. P. Beiersdorf & Co., 
Inc., New York, N. Y. 

Capital letter “I” arranged centrally within a capital 
letter “O” being substantially greater length than the 
“T” and a diamond having its major axis horizontal 
and extending across the said letters with the points 
of the diamond protruding beyond the sides of the letter 
“O.” Bottles and jars for perfume. Owens-Illinois 
Glass Co., Toledo, Ohio. 

“Absorbine.” Soap and ointment. W. F. Young, 
Inc., Springfield, Mass. 

“Re-Naitre.” Cosmetic and dermatological prepara- 
tions. Compagnie Re-Naitre, Inc., New York, N. Y. 

“Mint Freeze.” Flavoring extract. United Drug 
Co., Ltd., Toronto, Ontario. 

“Wyandotte.” Soap powders. J. B. Ford Co., Wyan- 
dotte, Mich. 

“Honey and Almond.” Skin lotion. A. S. Hinds Co. 
(Canada), Ltd., Toronto, Ontario. 

“Orgia,” “Suspiro de Granada,” “Maderas de Oriente” 
and “Flor de Blason.” Perfumes and toilet prepara- 
tions. Myrurgia, Societe Anonyme, Calle Mallorca, 
351, a Barcelona, Spain. 

Silhouette of a woman with her shadow. Perfumery 
and soap. Societe a Responsabilite Ixennol, de Hay-les- 
Roses (Seine), France. 

“Txennol.” Perfumery and soap. Societe a Responsa- 
bilite Ixennol, de Hay-les-Roses (Seine), France. 


Bes-Tone 


TRADE MARK REGISTRATIONS RENEWED 


“Fairy.” Washing powder and scouring soap. (Reg- 
istered Dee. 12, 1907—Renewed Dec. 12, 1932.) Gold 
Dust Corp., Ltd., Montreal, Quebec. 

“OPA.” Toilet and dental preparations. (Regis- 
tered Oct. 2, 1907—Renewed Oct. 2, 1932.) Wellcome 
Foundation, Ltd., 67 Holborn Viaduct, London, Eng- 
land. 

Two rectangles forming covers of a booklet, one con- 
taining bust of woman and words, “Lehcaresor,” and 
“Papier Poudré,” and the other a powder puff and the 
words “Papier Poudré” and “Trade Mark.” (Regis- 
tered Oct. 14, 1907—-Renewed Oct. 14, 1932.) Papier 
Poudré, Ltd., London, England. 


PATENTS 

325,848.—Threaded cap manufacture. Phoenix Metal 
Cap Co., Ine., Chicago, Ill., assignee of Walter Kowal, 
Brooklyn, N. Y. 

325,850.—Manufacture of menthol products. John 
William Blagden and Walter Edward Huggett, co- 
inventors, and Howard & Sons, Ltd., assignee of one- 
third interest, all of Ilford, Essex, England. 

325,932.—Vanity case. Walter Poranski, Chicago, 
Ill. 

326,003.—Cosmetic holder. Kurlash Co., Inc., Roches- 
ter, N. Y., assignee of Robert T. Christy, New York, 
N.Y. 

326,320.—Soap powder production. Clement K. Stod- 
der, Brookline, Mass. 
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HIS department is conducted under the general 
supervision of Howard S. Neiman, contributing 
editor on patents and trade marks. This report 

of patents, trade marks, designs is compiled from the 
official record of the Patent Office in Washington, 
D. C. We include everything relating to the four co- 
ordinate branches of the essential oil industry, viz.: 
Perfumes, Soaps, Flavoring Extracts and Toilet Prepa- 
rations. 

Of the trade marks listed those whose numbers are 
preceded by the letter ““M” have been granted registra- 
tions under the Act of March 19, 1920. The re- 
mainder are those applied for under Act of February 
20, 1905, and which have been passed to publication. 

Inventions patented are designated by the letter 
“,” 

International trade marks granted 
designated by letter ‘‘G.” 

All inquiries relating to patents, trade marks, de- 


registration are 


signs, registrations, copyrights, ete., should be ad- 
dressed to 
PATENT AND TRADE MARK DEPARTMENT 


Publishing Co., 432 Fourth Avenue 


New York City 


Perfumer 


Patent and Trade Mark Department 


Conducted by Howard S. Neiman 


Patents Granted 


Consideration of prevents our publishing 
numerous claims and with 
these Patents. Those interested can secure copies of 
patents by ordering them by number at 10¢ each from 


Commissioner of Patents, Washington, D. C. 


space 


specifications connected 


1,876,826. Machine for Marking Soap and the Like. 
Willis O. Armstrong and Jay A. Mowers, Rome, N. Y. 

1,877,534. Collapsible Tube. Louis F. Rogers, Wil- 
mington, Del., assignor to Bond Manufacturing Corp., 
Wilmington, Del., a corporation of Delaware. 

1,877,606. Bottle Cap. Milton J. Shoemaker, Madi- 
son, Wis., assignor to ©. F. Burgess Laboratories, Inc., 
Madison, Wis., a corporation of Delaware. 

1,877,882. Closure Cap. Clarence M. Jones, Tulsa, 
Okla., assignor of three-eighths to Brent F. Cahoon 
and three-eighths to Leo Steinberg, Tulsa, Okla. 

1,878,102. Finger Nail Detergent. Theodore F. 
Bradley, Westfield, N. J., assignor to Ellis-Foster Co., 
Montclair, N. J., a corporation of New Jersey. 

1,878,103. Finger Nil  Glossifier. Theodore F. 
Bradley, Westfield, N. J., assignor to Ellis-Foster Co., 
Montclair, N. J., a corporation of New Jersey. 

1,878,104. Cleansing Article and Method of Making 


Patents 
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Same. George W. Brooks, Evanston, and John J. 
Duginski, Chicago, Ill., assignors, by mesne assign- 
ments, to The S. O. S. Co., San Francisco, Calif., a 
corporation of Delaware. 

1,878,265. Container Cap. Albert George Craz, 
Richmond Hill, N. Y., assignor to Brass Goods Mfg. 
Co., Brooklyn, N. Y., a corporation of New York. 

1,878,302. Display Stand. Fernand Tourtois, New 
York, N. Y., assignor to Coty, Inc., New York, N. Y., 
a corporation of Delaware. 

1,878,477. Keratin Enameling Composition. Carle- 
ton Ellis, Montclair, N. J., assignor to Ellis-Foster 
Co., a corporation of New Jersey. 

1,878,547. Soap Manufacture. 
tes, Wauwatosa, Wis., assignor to Colgate-Palmolive- 
Peet Co., Chicago, Ill., a corporation of Delaware. 

1,878,599. Closure. Rody P. Perkins, Baltimore, 
Md. 

1,878,833. Tube Receptacle with Automatic Closure. 
Frederich Washington Ellyson, St. Polten, Austria. 

1,879.082. Closure. Leslie R. N. Carvalho, Toledo, 
Ohio, assignor to Closure Service Co., Toledo, Ohio, a 
corporation of Ohio. 

1,879,407. Compact. 
Ore. 


1.8 


Julius A. Schwan- 


Rebert F. Morenus, Portland, 


79,570. Vanity Case. Michael 


land, Ohio. 


Sopsko, Cleve- 


1.879, 846. Lipstic K (ase. Alfred gE. Fost 
Wilkes-Barre, Pa. 
1,879,953. Cleansing Composition. Walte: A. 


Scott, Poughkeepsie, N. Y., assignor to De Laval Sepa- 
rator Co., New York, N. Y., a corporation of New 
Jersey. 
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1,880,022. Closure for Containers. Arthur M. 
Monarch, Brooklyn, N. Y. 

1,880,103. Closure or Cap for Collapsible Tubes. 
Charles P. Murdoch, Lansdale, Pa. 

1,880,383. Process for the Purification of Fats and 
Oils. Wilhelm Gensecke, Gonzenheim, near Frank- 
fort-on-the-Main, Germany, assignor to American 
Lurgi Corp., New York, N. Y., a corporation of New 
York. 

1,880,500. Apparatus for Treating Soap. Julius 
A. Schwantes, Wauwatosa, Wis., assignor to Colgate- 
Palmolive-Peet Co., Chicago, Ill., a corporation of 
Delaware. 

1,881,378. Collapsible Tube. 
maker, Jr.. Caldwell, N. J.., 
Laboratories, Inc., 
New Jersey. 

1,881,488. Self-closing Cap for Collapsible 
George A. Gleason, New York, N. Y. 

1,582,073. Toilet Article. Oscar E., 
Wash. 

1,882,180. Cap or Closure for Receptacles. Law- 
rence Davidson. James Edward Davidson, and William 
Herbert Davidson, Willoughby, Ohio. 

1,882,200. Production of Perfumes. Gerhard 
Steimmig, Ludwigshafen-on-the-Rhine, Germany, as- 
signor, by mesne assignments, to Winthrop Chemical 
Co., Inc., New York, N. Y., a corporation of New 
York. 

1,882,279. Process of Making a Soap Compound. 
George G. Frelinghuysen, Morris Township, Morris 
County, N. J., assignor to P. Ballantine & Sons, New- 
ark, N. J., a corporation of New Jersey. 


Frederick W. Schoon- 
assignor to Schoonmaker 
Caldwell, N. J., a corporation of 
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Designs Patented 


87,854. Bottle. John J. Quinn, Scarsdale, N. Y., 
assignor to Pinaud, Inc., New York, N. Y., a corpora- 
tion of New York. 


Trade 


Mark Applied 
(Act of Feb. 20, 1905) 


Registrations For 


These registrations are subject to opposition within 
thirty days after their publication in the Official 
Gazette of the United States Patent Office. It is there- 
suggested that our Patent and Trade Mark De- 


partment be relative to the possibility of an 
opposition 


fore 
consulted 


proce ding. 


283,412. 
Flavoring 


Milson Co., Cincinnati, O. 
extracts. 


(1921.) 


302,223.—Carol Ruth, Inc., New York, N. Y. (May 
16, 1930.)—Toilet preparations. 

305,714.—Lockwocd Brackett Co., Waltham and 
Boston, Mass. (Apr. 6, 1926.)—Powdered soap, 
namely, shampoo preparations. 

312,684.—Mark W. Allen & Co., Detroit, Mich. 


(Nov. 1, 1929.)—Toilet preparations. 

317,538.—Speed Boy Soap Products Co., Moline, Il. 
(Jan. 1, 1931.)—-Hand soaps. 

317,780.—Gottfried Schreitmuller, doing business as 
Shavui Corp. of America, New York, N. Y. (July 15, 
1931.)—Hair remover, namely, depilatory cream. 

321,536.—Heckel Bros., Kansas City, Mo. (Oct. 24, 
1931.)—-Medicated oil for hot oils and scalp treat- 
ments. 

322,465.—-Harry D. Koenig, doing business as Harry 


D. Koenig & Co., New York, N. Y. (Dee. 21, 1931.) 


Toilet preparations. 

322,664.—Wieboldt Stores. Inc., Chicago, Ill. (Apr. 
26, 1928.)---Cold cream. 

322,666.—Wieboldt Stores, Inec., Chicago, Ill. (Mar 


16, 1931.)—Skin tonic, astringent 
3 The Wildroot Co., Inc., Buffalo, N.Y. 
1.)—Toilet preparations. 

1,511.—Harzfeld’s, 
( 


Cosmetics. 


Inc., Kansas City, Mo. (Nov. 
324,773.—A. Bresladuer, 
(Sept. 1, 1981.)—Cesmetics 

1,795. Meyer & 
932.)—Soap 
and laundry use. 


New York, N. We 


compacts. 


Inc., 

and 
Trudeau, 
cleaner for 


Va. (Mar. 
household 


Alexandria, 
hands, and 


324,941.—Atlas Supply Co., Newark, N. J. (Feb. 
18, 1932.)—-Hand soap and powdered soap. 
325,725.—Frank C. Reilly, New York, N. Y. (Jan. 


Toilet preparations. 

‘ ——Walter D. Vaughan, doing business as 
Blu-Suds Manufacturing Co., Detroit, Mich. (Mar. 14 
1932.)—Detergents, namely, clothes washing 


com 
pounds. 
326,549.—-S. H. Kress & Co., New York, N. Y. (Ma 
15, 1932.)—Powder putfs. 
326,992..-Margaret M. Sulkie, doing busines 


Gray-Storative, Niagara 
Hair ionies. 


327,208.—Dietrich 


Falls, N. Y. 1932.) 


(May 2, 


Dammann, Chicago, Ill (Jan. 1, 


1932.)—Secouring pads made of steel wool combined 
with soap. 

327,435.—Fannie Gusman, doing busine a Mat 
Ann Tissue Mills Co.. Brooklyn, N. Y. (Jan. 1, 1981.) 


Facial tissues. 


$27,514.-Kresge Department Store Corp, Newarl 


N. J. (Feb., 1927.)-—Toilet article 
327,607.—George J. C Smith, Pataskala, Ohio. (May 
1, 1932.)—-Skin lotion and a liquid shampoo 
$27,805._-Premier Mill Corp., Geneva, N. Y. (May 


24, 1930.) 
327,845. 
Y. (June 2, 


327,917. 


Skin lotion, cold cream 
Cohn & Rosenberger, Ine., 
1932.)—-Empty vanity case 


North American Dye 


New York, N 


Corp., New York 
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a 2 
cream. 
327,923.—J. S. Staedtler, Inc., 
(Apr. 1, 1932.)—Make-up pencils. 
328,022.—William Warren Taylor, 
Calif. (May 3, 1932.) 
328,116.—Giacomo 


(Jan. 1, 1931.)—Cosmetics, particularly hand 


New York, N. Y. 


Los Angeles, 
Soap. 
Chelucci, 


Plains, Pa. (Jan., 


1932.)—Hair lotion. 

328,128.—A. J. Krank Co., St. Paul, Minn. (Mar. 
26, 1932.)—Face creams. 

328,135.—Nelson, Baker & Co., Detroit, Mich. (Jan. 
10, 1919.)—Shaving cream. 

28,22 Edward TD. Mintzer, doing business as 
Standard Peroxide Co., Chicago, Ill. (June 1, 1950.) 


Hair bleach. 
328,422.—Arthur Gold, Jersey City, N. J. 
1931.)—Toilet preparations. 
328,425, 328,426, 328,427, 


(Sept. 30, 


328,428.—-Inecto, Inc., New 


York, N. Y. (June 27, 1932.)—Hair dye. 
328,456.—Viviny Perfumers, Inc., doing business as 
DuBois Laboratories, West Haven, Conn. (Feb., 1930.) 


Toilet 
328,462 


preparations. 
Frederick <A 
Marfred Laboratories, 
1932.)—Hand and skin 
328,481.-—Drugkraft, In 
Laboratories, New 


paste. 


Hessell, aomg 
New York, N. Y. 


cleaners. 


Dusiness as 


(May 12, 


Sabrol 
Tooth 


deing 


York, N ay (July, 


Dusiness as 
1950.) 


328,530.— Joubert Cie, Inc.. New York, N. Y. (Mar. 
18, 1932.) Toilet preparations 
328,608.—Constance A. Hall, doing business as Ker- 


atin Co., Forest Hills, N. Y. (June 1, 1932.)—Hair 
tonic. 

328,685.—Cincinnati Soap Co., Cincinnati, Ohio. 
(Jan., 1932.)—-Toilet soaps. 

328,706.—Eugene Schmitt, Astoria, N. ¥ (July &, 
1932.) —Finger wave preparation. 

328,708. Terri Cosmetics C« rp., New York, N. Y. 
(June, 1931.)—Hair preparations. 


328,762.— Mary L. 
Zee Products Co., 
Hand soap 


Schmitt, business as Mit- 


(June 22, 19532.) 


doing 
Lakewood. Ohio. 


328,767.—Casterline Br Milwaukee, Wis. (Sept. 
1, 1931.)—Cosmeties used for removing cuticle, polish- 
ing nai's and removing nail polish. 

328,856.—Bourjois, Inc., New York, N. Y. (Nov. 15, 
1907.) Face powder. 

328,865.—Chanel. In: New York, N. Y. (May 5, 
1932.—Perfume. 

328,896.—Steckton Soa Works, Stockton, Calif. 
(June 1, 19532.)—Granulated soap 


Nicholas M. Molnar, doing business as 
Vita-Gloss Products Co., New York, N. Y. (May 1, 
1932.)—Liquid compound hair and hair 
treatment. 

329,109 


329 O56. 
wasl 
Bonat & Br 


Samuel 


New York, N. Y. 


(Apr. 10, 1952.) ---Toilet preparations 

329,127. American Advertised Products, Ine., C 
cago, Ill. (July 1, 1932.)-—Shampoe 

329, 236.—-Keystone Lubricating Co., Philadelphia, 


Pa. (July 20, 1952.) Hand cleansing preparation. 


329 278.—Blanche Cervelli, San Francisco, Calif. 
(July 1, 1930.)—Skin lotior 

329,356.—Ritz Cosmetic & Perfume Shoppe, Eliza- 
beth, N. J. (Dee. & 1951.)—-Facial tissues 


329,578 Fritzsche Broth rs, In New 
(July 18, 1932.)— Natural and synthetik 
‘ 


for perfuminge purposes 


York, N. ¥ 


suitable 


Trade Mark Registrations Granted 
(Act of Mareh 19, 1920 
These egistrat sil Sy S 
M297,791 sel B kel loing business as Gete 
Cie., New York N \ (May > m1 Seria N 


15.085.) Nail pencils 
M298, 175 Elizabetl W 
(Feb. 20, 1951 Serial No. 318,933.)—Bat salts 


M 298,177 Harold Skelt nit business as Dijon 
Laboratories, Fairfield, Cont Aug. 20, 1951 Serial 
No LS,620.) Fac ream and fac powdet 








Reports on Markets and Crops 


New York Market Report 
By S. L. Mayham 


USINESS in essential oils has not gained much 

during the last month. In fact, the market as a 
whole has been less active than was anticipated, 
although no one expected any great amount of busi- 
ness to be done. During the last few days inquiries 
and orders have been a bit better, but late September 
was by no means good and the first ten days of October 
also found the market slack. 

The effect on prices has not been great, principally 
because levels had already been reached which per- 
mitted no further reductions. One or two items have, 
indeed, showed signs of strength, or at least firmness 
and the situation from the price standpoint is a bit 
more favorable. Stocks are not large, and while anxiety 
to sell continues, it seems unlikely that much below 
the present price average will be witnessed. 

In floral products, little has been done, and some ex 
tremely low prices have been reported. On some lots, 
not sponsored by well known makers abroad, prices 
have been exceptionally low. The purchase of floral 
products is, however, a matter of confidence, and due 
care to quality should be taken on outside offerings. 

Domestic oils have been featured by firmness in 
peppermint here and in the country. Business has 
been slow, and it is hardly likely that prices will ad- 
vance strongiy. On the other hand, production is light, 
and ample though stocks may be, they are hardly as 
topheavy as was the case last year. This steadiness 
has also been communicated to spearmint and erigeron. 
On wormseed, production has been very small, and 
prices would certainly advance were demand normal. 
3uying at this season, however, is light in any event, 
and this year slower than usual. 

Citrus oils are steady. Lemon is being maintained, 
while in orange world stocks are so large that prices 
are none too firm despite their low levels. Reports 
indicate that the bergamot Consortium has appointed 
an agent for this country, but thus far the actual 
market situation has not changed. 

In the miscellaneous group, citronella has advanced 
and lemongrass is firm. Bois de rose is weak. Other 
items are unchanged and quiet. 


Synthetics and Derivatives 


The market has been unusually quiet during the last 
four weeks, and while inquiry has brightened a bit 
during the last few days, the situation, especially in 
the finer and more expensive prices, is not as encourag- 
ing as had been anticipated. Prices on the whole have 
been reasonably steady and without material change. 
Makers have changed not at all, but occasional resale 
lots of some of the bulk items have been a disturbing 
feature. Demand for soap perfumes has improved a 
little and prices on geraniol, linalool and one or two 
others are a bit steadier. Musks are unchanged. 
Higher aldehydes and alcohols are reported as shaded 
in some quarters. Other items are without feature. 
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kloral Crops in Southern France 
(Special Correspondence) 


RASSE, October 5.—The stagnation of business 

J which we reported last month has continued in 
spite of some transactions which normally should have 
given a certain impetus to our market. There is still 
much hesitation among the buyers which is understand- 
able in view of the slowing down of the manufacture 
of high-grade perfumes, and on the whole the trend of 
the market is less satisfactory than during the pre- 
ceding eight months. 

However, we are progressing towards a certain bal- 
ance between production and consumption. If, in gen- 
eral, demand is further reduced there is also a decrease 
in production caused on the one hand by poor returns, 
on the other hand by the abandonment of cultivations 
or crops that are not sufficiently profitable. Added to 
the exhaustion of numerous stocks, this deficit in pro- 
duction will be compensated for by the decrease in de- 
mands, and, as we still hold out hope for a revival, our 
opinion remains that the drop in prices is checked on 
the majority of products. 

The month which started with a violent storm ended 
with a few rainy days. Therefore, we had a very 
temperate end of Summer, the thermometer not pass- 
ing beyond 84° F with a minimum of 57° F. These 
few days of rain at the end of the month hastened the 
gathering of jasmin which ends without interest. 

From an agricultural point of view one cannot help 
noticing that the cultivations of flowers properly kept 
are more and more reduced which is not surprising if 
we consider in what poor condition are many produc- 
ers of aromatic plants who hesitate to do agricultural 
work which is not worth the trouble. The discourage- 
ment increases more and more among our industrious 
farming population. Daring initiatives are in prepara- 
tion in order to arrive at an understanding between 
producers and perfumers with the support of the gov- 
ernment to at least lessen the effects of the crisis, if 
not to ward it off. 


Jasmin 

Jasmin particularly suffers from the crisis. This is 
the main flower cultivated in the region of Grasse, 
the one which caused the most important trade. Now 
it is evident that the effort made in the course of the 
last ten years with a view to increasing the cultivation 
of jasmin has been considerable. Formerly localized in 
the immediate neighborhood of Grasse, the cultivation 
of that flower now extends over a long strip of land 
from East to West about 15 kilometers in width, form- 
ing a quadrilateral from Callian in the Var, to Man- 
delieu, Vallauris and le Bar in the Alpes Maritimes. 
The production of flowers, which scarcely reached 200,- 
000 kilos in 1900, increased to one million kilos in 
1925, then to be almost doubled within a space of only 
five years, a period during which the perfumery made 
an unprecedented advance. Then came the general 
crisis of business, and immediately stocks of jasmin 
products accumulated, smashing a large production of 
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this flower. The reaction soon made itself felt, and 
from Frs. 36.50 per kilo which the flowers were worth 
in 1926 they fell to Frs. 5.50 in 1931. Now it is evi- 
dent that at this price the cultivation of jasmin is no 
longer profitable, especially in view of the fact that 
the cost of gathering has increased. 

This year these expenses absorb the price of the 
flower which has been fixed at three francs per kilo. 
The producers, discouraged more than ever, turn away 
from this cultivation which for three years has caused 
them nothing but trouble, so that the importance of 
the crops is gradually going to decrease. The crop 
that is about to terminate cannot yet be estimated: as 
people had to wait for it, the crop is still almost com- 


pletely standing. Some factories of the region have 
not worked any more than they absolutely had to. 
Others have not manufactured at all. Some which 


were bound by conventions have preferred not to ac- 
cept the flowers in order not to increase their stock. 
They have indemnified that part of the owners on the 
base of the price paid last year. Only the cooperative 
factories have accepted certain quantities of the pro- 
duction of their members with the result that there are 
plantations part of which have been harvested, the 
other part having been abandoned. In many other 
plantations people have not even given the most nec- 
essary agricultural care, and the growth as well as the 
blooming have taken place as if they were wild plants. 

Even if the demand remains as it is at this time, this 
situation will bring about a revaluation of the prod- 
ucts of jasmin. At this moment offers are made at 
any price even below cost, and people cannot be sus- 
picious enough with respect to these offers very often 
made by wholesalers and having regard to only sec- 
ond grade, if not adulterated, products. 

Buyers should consider that in a period of good re- 
turns, which is not the case this year, about 369 kilos 
of flowers have to be treated in order to obtain one 
kilo of concrete, alreAdy representing with the flower 
at three francs per kilo, a value of 1,100 frances to 
which have to be added the cost of manufacture, the 
general overhead and the interest on the invested cap- 


Limit Articles in Cuban Drug Stores 


Cuban drug stores are not to be permitted to ex- 
pand along the lines of similar establishments in the 
United States. 
stipulates that pharmacies may not have in their estab- 


An official Cuban decree recently issued 


lishments “other types of industry or commerce foreign 
to the drug supplies, articles of 
hygiene, perfume, orthopedic supplies, scientific appa 
ratus and stationery.” 
carry in the 


profession, except 
They are also forbidden to 
establishment articles other than 
those included in the foregoing list, even though they 
may be intended for free distribution. 


same 


This will limit 
the giving of samples or 
maceutical toilet 
articles. 

Cuban retail drug stores generally buy the stocks 
almost exclusively from wholesalers rather than direct 
manufacturers. The government is aiming to 
keep the stores so far as is possible on a professional 
rather than a commercial basis. 
merce.) 


premiums to strictly phar- 


items, specialties or other similar 


from 


(Department of Com- 
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A JASMIN FIELD IN BLOOM 


ital. Even then this mere estimate is based on the 
flower at three francs, which is a value that very few 
houses can take into hand be- 
cause they have stocks at high prices from preceding 
crops, on the other they have agreements 
which are going to increase the price of the flower 
itself which they buy in order to complete covering 
their needs. 


consideration, on one 


because 


Mint 


For a certain number of years the cultivation of the 
mint in the region of Grasse has decreased continually, 
and is now almost at a standstill. This decrease is 
due to the keen competition on the market of this oil 
by foreign manufacturers whose products for some 
uses where the price only counts have come to replace 
the fine qualities of the French oil. 

In order to fight this competition, the purchasing 
price of the herb had to be continually reduced until 
the producer could no longer 
that yielded no profit. 


still 


continue a cultivation 
Only the region of 
plantations. 


Pegomas 


possesses important 


Industrial Consumption of Perfumes 


Although perfumes find their largest market in re- 
tail sales channels, industrial outlets should not be 
overlooked in distributing this commodity. In Canada, 
according to figures recently released by the Dominion 
Bureau of Statistics, perfume consumption in the soap 
industry of that country more than doubled during the 


period 1928 to 1930 while the use of such products as 


raw materials in toilet preparation manufacture has 
shown a rather consistent gain since 1925. The fol- 


lowing table shows the value of perfumes employed in 
these two major industrial outlets during the years 


1925 to 1930 inclusive: 

By toilet prepara By soap 

tion industry industry 

1925 $6,349 $60,689 
ee 6,531 175,608 
1927 15,052 199,920 
1928 24,609 107,560 
1929 58,514 125,788 
1930 17,614 235,582 
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Prices in the New York Market 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice ) 


(See last page of Soap Section for Prices of Soap Materials) 


ESSENTIAL OILS 


Almond Bitter, per lb. 


5S. ©. A. 
Sweet Tru 
Apricot Kernel 
Amber, crude 
rectified 
Ambrette, oz. 
Amyris balsamifera 
Angelica . 
Anise, U. S. P. 
Araucaria 
Aspic (spike) Spanish 
French 
Peru 


Tolu, 


Balsam 
Balsam, 

Basil 

Bay 

Bergamot : 
Birch, sweet N. C. 
Penn. and Conn. 
sirchtar, crude 
3irchtar, rectified 

30is de Rose 

‘ade, U. S. P. 

ajeput 

alamus 

amphor “white” 
ananga, Java native 
rectified 

‘araway 

ardamom, Ceylon 
ascarilla : 
‘assia, 80@85 per cent 
rectified, U. S. P. 

Cedar 

Cedat 

edrat 


elerv 


per OZ. 


leaf 
i@al 


wood 


hamomile 
herry laurel 
innamon, Ceylon 


(0OZ.) 


Cinnamon, Leaf 

Citronella, Ceylon 
Java 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriande? 

Crotor 

Cubebs 

min 

Curacao peels 

Cureuma 

( ypre 
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20@ 
2.50@ 
A0@ 
27@ 
.24@ 
50@ 
16.00@ 
2.20@ 
22 00@ 
36@ 
1.75@ 
Daa 
10@ 


6.00@d 
1.25@ 
50.00@ 
1.65@ 
2.05@ 
1 50@ 
2.15@ 
15@ 
D0@ 
1.00@ 
20a 
55a 
3.00€@ 
l5@ 
1.75@ 





2 25a 
1.65@ 
15.00@ 
65.004 
RSG 
1.10@ 
7T6@ 
32@ 
15@ 
U0 
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3.504 

2? 00d 
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2.25@ 
59a 
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Ya 


00@ 
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63a 
10a 
90a 
7T0@ 
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tT-10O fh 


»D.25€a 
3.00€@a 
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12 
16.00@d 
,Ni@ 
100d 
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1.00 
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Guaiac (Wood) . “a 2.85@ 
Hemlock 73@ 
CN sn cali .(0z.) 10.00@ 
ee 1.25@ 
Hyssop ..... ... 24.00@ 
Juniper Berries . . 140@ 
Juniper W ood 604 
Leurel ..... . 15.00@ 
Lavender, English . 32.00@ 
French 1.85@ 
Lemon, Italian 85@ 
Calif. 85@ 
Lemongrass 46@ 
lLimes, distilled 7.00@ 
expressed sidiene'e! a a 
Linaloe ow Lee 
Lovage. , .. 27.50@ 
Mace, distilled 1.10@ 
Mandarin sc: ee 
Marjoram was . 6.25@ 
Melissa ; 5.00@ 
Mirbane 15@ 
Mustard, genuine ... 9.25@ 
artificial ; ... 1.60@ 
Myrrh . 10.00@ 
Myrtle . cree Oe 
Neroli, Bigarade, pure 90.00@ 
Petale, extra . .120.00@ 
Niaouli . .. 345@ 
Nutmeg ; 1.20@ 
fo 6.50@ 
Orange, bitter .. . onoe 
sweet, W. Indian .. 1.65@ 
TOGO cais.ccec ug 1.75@ 
Spanish . : 2.65@ 
Calif. exp. 1.90@ 
dist. whe saa a 204 
Origanum, Spanish .. 1.45@ 
Orris root, con. (0z.). 6.25@ 
Orris root, abs. (0z.). 70.00@ 
Orris Liquid . 18.00@ 
Parsley Lo... 68.004 
Patchouli } 3.30@ 
Pennyroyal, American 1.85@ 
PONE. ew dee ees 1.40@ 
Pepper, black ata 9.00@ 
Peppermint, natural . 1.85@ 
redistilled 2 20 
Petitgrain 1.10@ 
French 210€@ 
Pimento 1.60@ 
Pine cones 300@ 
Pine needle, Siberia 644 
Pinus Sylvestri 2 00@ 
Pumilionis 2 204 
Rhodium, imitation 2.004 
Rose, Bulgaria..(o0z.) 6.00@ 
Rosemary, French A1@ 
Spanish 32a 
Rue 3.15@ 
Save 2.00€ 
ave, Clar 2? OO a 
andalwood, East 
India 7.50 
Australia ».90a 
afras. natural 1.15@a 
artificial 294 
Savin, Frenct » 20a 
Spearmint 1.05@a 
Snake Root 9.25fa 
Spruce Tha 
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ign ie oa tt 1.75@ 
Thyme, red .60@ 
White .80@ 
VO@IOTION «.. 2.2650: 5 00@ 
Verbena eels ate 3.75@ 
Vetivert, Bourbon 15@ 
MIRE! 20h ns ah lai 00@ 
East Indian 30.00@ 
Wine, NOBVY 0.6.65. 1.80@ 


Wintergreen, Southern 3.00@ 


Penn, & Conn. 5.00@ 
Wormseed .......... 2.10@ 
WOPFTTIWOOG 2... cccans 2.60@ 


Ylang-Ylang, Manila. 29.00@ 
DOUTOOR vkcéiecas 5.25@ 


TERPENELESS OILS 


Bay Fh et he at 5.25@ 
sergamot iccos) See 
Clove ... ey 1.00@ 
RN ead vin ia<ia 20.00@ 
Geranium pestis 8.00@ 
Lavender ces OOO 
Lemon .. ‘ : . 6.75@ 
Lime, Bx. ....s...«. Geee@ 
Orange, Sweet ...... 7T8.00@4 

bitter eee: 90.00@ 
POCHMTOIN 3. i..scus. 5.00@ 
Rosemary 2.50@ 
Sage, Clary 90.00@ 
Vetivert, Java 35.00@ 


Ylang-Ylang 28.00@ 


OLEO-RESINS 
NOI 2 clara is Neo 2.50@ 
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apsicum, U. S. P. 


MUP ates te Lune die big 2.65@ 
Aleoholle. .occsvess 3.00@ 
CMD org rk eee 3.25@ 
Ginger, U S. P. VIII 3.00@ 
PROOINGENO 4 a sk 6s es 3.25@ 
ee 1.45@ 
Oak Moss ....... 6.00@ 
Olibanum 3.25@ 


Orris 
Patchouli 


17.00@ 
16.50@ 


Pepper, black 1.00@ 
Sandalwood 16.00@ 
Vanilla 6.75@ 

DERIVATIVES AND 


CHEMICALS 


Acetaldehyde 50% 
Acetophenone ....... 
Acetyl] Iso-eugenol 
Alcohol C 8 


2.00@ 
3.15@ 
9.00€@a 
20.004 


( 9 10.00@ 
C36 . .. 50.00€@a 
( 1] nl 35.00€a 
C 12 25.00@ 
Aldehyde C & 50.00€@ 
} y 7T0.00€a 
C10 50.00@ 
C ii 10.00@ 
C i2 T5.00€@ 
(14 (so-called) 15.00@ 
( 16 (so-called) 20.00 
Amyl Acetate Ria 
Amyl Butyrate 1.40@ 
Amy! Cinnamate 2 50a 
Amy! Cinnamie Alde 
hyde 1.25 
Amyl Formate 1.75 


The 


A ie rican 


90. 
115. 


15. 


9R 


18. 


OO 


00 
2.00 
00 


stv 


00 


00 


00 
00 
o0 


00 
00 


.00 


-io 


OO 


3.00 


60 
.60 


00 


00 
60 


«i 


».00 


00 


Pe rhiume r 


Amyl Phenyl Acetate 
Amyl Salicylate 
Amyl Valerate 
REE ccetacrcen ds 
Anisic Aldehyde 


Benzaldehyde, U. S. P. 


Pe We Ws Se ucts ga 
3enzophenone 
Benzyl Acetate 
3enzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 


Benzyl Formate ..... 
Benzyl Iso-eugenol 
Benzyl Propionate 


Benzylidenacetone 

OMNI hae aks aleve 
Bornyl Acetate 
Bromstyrol ......... 
sutyl Acetate ...... 
Butyl Propionate 

Butyraldehyde 


CCGG aca caweco ews 

TUNIS s tee ata acts as 
‘innamic Acid ...... 
‘innamic Alcohol 
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Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronelly] Acetate 
Coumarin 
Cuminic Aldehyde 
Dibutylphthalate 
Diethylphthalate ‘ 
Dimethyl Anthranilate 
Dimethyl Hydroqui- 
ee eA CE ROE REO 
Dimethy phthalate 
Diphenylmethane 
Diphenyloxide 
Ethyl Acetate ...... 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 


Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 


Ethyl Vanillin 
Kucalyptol 
Kugenol 


Geraniol, dom. ...... 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 
Heliotropin, dom. 

foreign 
Hydratropic Aldehyde 
Hydroxycitronellal 
Indol, C. P. 
Iso borneol Seer 
Iso-butyl Acetate . 
Iso-butyl Benzoate 
Iso-butyl Salicylate 
Iso-eugeno] 
Iso-safrol 
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Synthetic ‘ 
Methyl Acetophenone 
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Methyl Anthranilate. 


Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol ..... 
Methyl Heptenone 


Methyl 
Methy] 


Heptine Carb. 
Iso-eugenol 


Methyl Octine Carb 
Methyl Paracresol 
Methyl Phenylacetate 


Methyl Salicylate 
Musk Ambrette 
Ketone ‘ 
Xylene “ 
Nerolin (ethyl ester). 
Nonyl Acetate 
Octyl Acetate ....... 
Acetate 
Methyl] 


Paracresol 
Paracresol 
Ether need areca 
Paracresol Phenyl 
Acetate 
Phenylacetaldehyde 
50% 
See. vtwewks e 
Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Butyrate 
Phenylethyl Formate. 
Phenylethyl Pro- 
pionate 
Phenylethyl Valerate. 
Phenylpropyl Acetate 
Phenylpropyl Alcohol 
Phenylpropyl Alde- 
hyd > cece 
Rhodinol 
Safrol , 
Santalyl Acetate 
Skatol, ©. P. . 
Styralyl Acetate 
Styraly] Alcohol 
Terpineol, C. P. 
Terpiny! Acetate 
Thymene 
Thymol 


. (0Z.) 


Vanillin (clove oil) 
(guaiacol) 
Vetiveryl Acetate 
Violet Ketone Alpha 
Beta 
Methyl 
Yara Yara 


ester) 


(methyl 


BEANS 


Tonka Beans, Para 
Angostura 
Vanilla Beans 


Mexican, whol 
Mexican, cut 
Bourbon, whole 


South American 
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Aluminum chloride 
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Bismuth sub-nitrate 1.10@ 
Borie acid, ton ...... 165.00@ 
Calamine ...... see 16@ 
Calcium, phosphate O8@ 
Phosphate, tri-basic 13@ 
Sulfate .03% @ 
Camphor ..... 53@ 
Cardamon seed .65@ 
Castoreum 17.50@ 
Chalk, precip. ...... 0312@ 
Cherry laurel water, 
gal. 5 
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ormaldehyde 
uller’s Earth, ton 16.00@ 
Formic acid 12@ 
Fatty Acids (See Soap Sec.) 


06le@ 


Citric acid 5@ 
Civet, ounce 3.75@ 
Cocoa butter 18@ 
Clay, colloidal O34 
F 
k 


CE, oss wont 1.15@ 
Gum Arabic, white .20@ 

amber aa O091.@ 
Gum Benzoin, Siam 1.30@ 

Sumatra .24@ 
Gum galbanum 1.05@ 
Gum myrrh 25@ 
Henna, powd. 14@ 
Hydrogen peroxide 05@ 
Kaolin 06@ 
Labdanum 3.50@ 
Lanolin, hydrous 18@ 

anhydrous .20@ 
Lavender flowers .24@ 


Magnesium, Carbonate .06%@ 


Stearate 19@ 
Sulfate 02'2@ 
Musk, ounce 15.00@ 


Oils, vegetable (See Soap Sec.) 


Olibanum, tears 13@ 

siftings j OR@ 
Orange flower water, 

gal. 1.50@ 
Orange flowers 410@ 
Orris root, powd. 204 
Paraffin . O312@ 
Patchouli leaves 16@ 
Petrolatum, white 06le@ 
Phenol 16@ 
Potassium, carbonate 1I3@ 


Hydroxide 
Quince seed L.75@ 
Reseda flowers L50@ 
Rhubarb root, powd. 28@ 


(See Soap ec. ) 


Rice starch 12@ 
Rose leaves, red ona 

pale L0(a 
Rose water, gal. 1.25@ 
Salicylic acid 10@ 
Sandalwood, chips bia 
Saponin L.75@ 
Soap, neutral white 1Y@ 
Sodium, Carb. crys OLS, @ 

Phosphate, tri-bask Os a 
Spermacetti 22a 
Styrax t0@ 
Sulfur, precip lj@ 
Tartaric acid 27@ 
Titanium oxide 22a 
Tragacanth, N 1 1.20@ 
lriethanolamine thea 
Venice turpentine, gal 0@ 
Vetivert root 0a 
Violet flowers Y@ 
Zine, Pe roxide lS@ 

Ox ce L3's@ 

Stearate Zl@ 
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Soap Prices 
(An Editorial) 





rNVHERE is a story told of a farmer who raised 

hogs in Iowa. He bred a multitude of them, 
but never showed any profits or progress. One 
day his banker cross-examined him about his ven- 
ture. 

“How many hogs have you raised and when did 
you buy them?” the banker asked. 

“About a thousand, six months ago,” came the 
reply. 

“How much did you pay for them?” 

“Three cents.” 

“How much did it cost to feed them?” 

“Two cents.” 

“What did you sell them for?” 

“Five cents.” 

“Well,” said the banker, “if you paid three cents 
for your hogs, if it cost two cents to feed them and 
you sold them for five cents, what are you in the 
hog raising business for anyhow and how do you 
ever expect to make any money?” 

“T know all that,” the hog-raiser answered, “but 
just look at all the use of the hogs I’ve had.” 

It is very evident that many soapers use about 
the same logic when one considers the present 
prices at which certain types of soap are selling 
for. They seem to be more interested in volume 
than in profits. 

The rapidly declining fat and oil market of the 
past year found the larger soap manufacturers 
with fairly large inventories on their hands. It, 
furthermore, was their policy to maintain soap 
prices at a level which would show a reasonable 
profit for trade mark brands at raw material costs. 
This condition presented a favorable opportunity 
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for the less conservative soap manufacturers to cut 
in on trade mark brands by selling cheap, unadver- 
tised brands or low-priced private brands to the 
chains especially. Competition for this private 
brand business forced the price of soap chips espe- 
cially to ridiculously low prices. 

The consumption of soap was hardly increased 
through the price cutting tactics. Trade mark 
brands lost considerable business to private and 
cheaper unadvertised brands. In retaliation own- 
ers of established brands also cut prices by selling 
unadvertised brands below the price of private 
brands and newer cheap brands. The result was 
that soap was being sold at prices which were 
barely cost. Foolish competition put many soap 
items down to prices from which the industry will 
suffer for some period of time. Instead of keeping 
its head as was the case in 1931, it has lost its 
poise completely, as well as profits, in a favorable 
fat and oil market. Nobody gained any particular 
advantage, and profits vanished in foolish competi- 
tion. 

With the increase in the raw materials’ cost, soap 
prices have had to be increased. Some soapers, 
selling ahead on the basis of unheard of low fat 
and oil prices, seampered to cover. In certain cases 
they were unable to do so. It probably would be a 
good thing for the soap industry if they were 
forced out of business. Some undoubtedly will be. 

It is to be hoped that with the upping of the fat 
and oil market which is bound to continue the price 
at which soap is retailed will be fixed at a point 
that allows for profit. By no other means will the 
industry make the progress which marked it as one 
of the outstanding industries to withstand the 
pressure of the first trying years of the depression. 

Dr. E. G. THOMSSEN. 


An Explanation of the Drop in the Production of Soap 


by T. C. Pitkin 


UST as an infinite number of factors within a 

single consumer determines the choice of a com- 

modity, so in the buying of all consumers com- 
bined. In the supply of any given commodity a 
strange conglomerate of personal motives is ever found. 
This imperils the interpretation of trade statistics. 
For the interpreter must dig beneath the census reports 
and commodity prices and bank statements and con- 
sumption figures in order to understand why men are 
using more or less of the goods in question. 
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Let us illustrate this. Recently I made a survey 
which brought me eventually into the field of soap. 
Here are a few of the most significant trends in con- 
sumers which I found had combined to injure the soap 
trade. 

Fewer Servants 

1. A small reduction in the amount of common bar 
soap used has been brought about by the great shrink- 
age in the number of household servants, especially 


during and soon after the war. Servants are notori- 
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ously wasteful with soap. The housewife who does her 
own scrubbing and washing uses considerably less. 


The Automobile 


2. Automobiles, directly and indirectly, have been 


one of the greatest factors in reducing the amount of 
soap used per capita per year. The first of their in- 
fluences to be named is indirect, to wit, the extension 
of paved roadways almost everywhere. The old dirt 
road and, to some extent, the poorly built macadam 
road create dust in dry weather and mud or slime in 
wet weather. The dust would blow into houses and soil 
draperies and furniture—which meant more frequent 
washing. It would get into wayfarers’ clothes and 
necessitate more frequent cleaning and pressing. Mud, 
of course, would act likewise. 

3. Automobiles have reduced by hundreds of millions 
of miles per year the amount of walking done in this 
country. Now walking, be it done along common roads 
or cross-country, inevitably befouls the walker’s ap- 
parel; if not by catching highway dust, then by absorb- 
ing his perspiration. 

1. Improved highways, combined with the refine- 
ments in lubricating automobiles, have greatly reduced 
the amount of soft soap and laundry soap used to keep 
cars and garages clean. 

5. The disappearance of the horse and his filth, also 
a by-effect of the automobile, has greatly decreased the 
amount of pulverized dirt and dust which soils homes 
and clothing. 

6. The popularity of the closed car, parallel with its 
lowered price, has also had a marked effect, in that 
passengers riding in a closed car get much less road 
dust and soot on them than travelers in open cars do. 


Floor Coverings 

7. The passing of carpets, rugs, and mats and the 
advent of floor coverings like linoleum, tile, and so on, 
has greatly reduced the amount of floor cleaning, as 
well as the volume of soap required. A smooth, mois- 
ture-resisting surface like linoleum can be cleaned 
with virtually no soap. 

8. Simplification of hygienic habits among laborers 
has been reported as a genuine factor in reducing the 
volume of soap used. Landladies in mill towns say 
that many laborers buy ten-cent socks at the five-and- 
ten-cent store and throw them away as soon as they 
become unwearable. No soap, then, for that item! 
They also keep much cleaner in general as a result of 
having shower baths at the mills. Housewives and 
landladies further reduce their soap bill, as well as 
their labor, by giving these workers paper napkins at 
meals and sometimes even paper table cloths. 

Electricity 

9. The tremendous increase in the domestic use of 
electricity vies with the automobile in its disastrous 
effects upon soap consumption. The prehistoric kero- 
sene lamp and the open gas jet were filthy devices, de- 
positing soot everywhere and causing no end of scrub- 
bing. The old-style kitchen stove, burning either wood 
or coal, was nearly as bad. It has yielded largely to 
the much cleaner gas range or the ideal, but very 
costiy, electric range. Furthermore, in homes which 
cannot afford the electric range, some part of the cook- 
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ing is shifted to the minor electric appliances, such as 
toasters, broilers, and so on. Each of these subtracts 


its own decrement of dirt and hence of soap. 


Laundries 


10. The rapid increase in the volume of business 
done by modern power laundries has cut heavily into 
Mass production of cleanli- 
ness works like mass production anywhere else: it re- 


the ordinary soap trade. 


Furthermore, the 
large commercial laundries use special chemicals for 
much of their work, and this hits the soap trade hard. 


duces the unit costs tremendously. 


(Of course, some soap manufacturers have gone in for 

the production of some of these commercial cleansers. 

But that does not affect our present argument.) 
Fashion 

11. Fashion has taken a hand in this attack on 
soap too. The great reduction in the weight of women’s 
wear has brought about a corresponding reduction in 
the amount of soap needed to clean that wear. For 
the soap required varies pretty closely with the weight 
of the object washed. A few decades ago the average 
weight of women’s apparel was between twelve and 
eighteen pounds, according to the season. Today it 
falls between three and six pounds. 

12. The increased use of silk in place of cotton and 
the increased use of finer cottons in place of wool have 
also reduced the amount of soap, quite apart from the 
matter of their lighter weight. Dry cleaning and 
special methods using only a little soap have been 
adopted for these gauzier fabrics. 


House Heating 


13. Improved systems of house heating share the 
blame, according to witnesses. Homes are kept more 
evenly warm now, with central heating systems; and 
better wall insulation in houses adds to the comfort. 
All this means that the heavy winter clothing which 
used to be quite generally worn has been forsaken. 
The average weight of underwear, stockings, and outer 
garments worn by the better classes and by practically 
all city dwellers, rich and poor alike has declined great- 
ly in the past decade. Woolens of the old sort are now 
bought only by farmers and by mill workers who do a 
good deal of outdoor labor in cold weather. Diminish- 
ing weight means less soap for cleansing. 


Outdoor Life 


14. Odd as it will seem at first glance, the grow- 
ing love of outdoor life, of camping, of hikes, of plain 
living during the Summer months has affected soap 
sales greatly. For fully three months of every year, 
nowadays, millions of people knock around in khaki 
They sleep 
on camp cots—hence no costly laundering of fine bed 
linen. They bathe in the surf or stream—hence no 
great use of soap as in a hot-water bath at home. They 
sleep in tents or tiny bungalows where there is hardly 
anything to be kept clean by washing—hence little soap 
for housecleaning. The children live in bathing suits 
or sun suits all day long. The older folks lie around on 
the sand. The soap maker weeps. 

15. The tremendous increase in restaurant eating by 
city dwellers has made heavy inroads into the soap 


or corduroys, along rivers, lakes, and sea. 
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sales. The typical cheap and average-price restaurants 
use labor-saving devices and the strictest economies in 
order to show a profit. Marble-top tables and no table 
cloths. Paper nupkins. Tile floors washed with a hose 
Dishes washed with steam jet machines which scour 
and sterilize much faster and better and more cheaply 
than soap can. All this takes the place of the indi- 
vidual dish pan in millions of homes. And while im- 
proving matters hygienically, it reduces the soap bill. 
The soap waste in dish pans is prodigious. 


Labor Saving Inventions 


16. Far trom the least are the many labor-saving 
inventions introduced during the past twenty years in 
factories and other institutions. Thousands of these, 


while not aiming to make the work less dirty, accom- 
plish this result accidentally. Rough handling, hand 
digging, and similar tasks get dirt on the worker and 
on his garments; hence cause him to use more soap in 
cleaning up. Today even the excavating of cellars and 
sewer trenches is largely done by machines, while mil- 
lions of tons of goods which used to be carried from 
spot to spot on men’s shoulders are now handled on 
conveyors. All this makes for cleanliness. Another 
way of saying the same thing is this: Thousands of jobs 
which, only a few years ago, were rough and grimy are 
today aimost white-collar jobs. 

As with soap, so with other commodities. All are 
subtly affected by conflicting trends and interlocking 
interests of consumers. 


White Laundry Soaps 


4 Discussion of the Manufacture of These Products 


by the Semi-Boiled Process 


by Eugene Schuck 


AUNDRY soaps made by the semi-boiled process 


have, as everyone knows, an economical disadvan 

tage in comparison with kettle-boiled settled soaps, 
inasmuch as no recovery of glycerine can 
be effected. However, at the present time 
this loss does not very materially change 
a comparative calculation of cost between 
the two kinds of soaps, as the price of 
crude glycerine is at a very low point and 
in all probability will remain so for some 
time te come. Therefore, whatever loss 
may accrue from the non-recovery of 
glycerine can fully be made up by in- 
creased filling, speed of manufacture and 
saving on fuel and labor. 

The manufacture of semi-boiled soap 
and particularly that of white laundry soap made by 
this process, consists of the method of stirring together 
accurately weighed quantities of fats and caustic soda 
solutions of known density and temperature to produce 
in the first instance an emulsion analogous to the 
method of “cold made soaps.” This emulsion, after 
standing a considerable time, undergoes a s<lf-heating 
precess in the mixing machine, forming itself into a 
more or less well balanced soap, augmented at ‘his 
point by the application of dry steam within the jacket 
of the mixing machine. 

The writer deviates from this method in a few, but 
essential points, which may appear to some skilled 
in the art of soap making somewhat irregular and 
revolutionary, not claiming, however, by any means 


that his procedure is not exercised elsewhere. 


Time Wasted in Preparation 
To begin with, it has always been apparent to the 
writer that too much time was wasted in the prepara 
tion of caustic soda lyes of a certain density, in keeping 
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strictly within certain temperature levels and in wait- 
ing an indeterminate time for the fat and caustic soda 
emulsion to undergo the self-heating process. 

It further appeared to the writer, thai 
a soap, which supposedly should fulfill 
certain specifications, as for instance, per- 
taining to the contents of moisture or sili- 
cate of soda, could be accurately and 
scientifically “made on paper” first and 
then just as accurately and unfailingly 
carried out in practice. 

Having this in mind the writer does not 
lean upon the customary method of past 
times of preparing a caustic soda lye of 
known density and have same stored around 
ready for use, but preceeds to dissolve his 
caustic soda, preferably flake caustic soda, in whatever 
ratio of water his formula calls for and uses this hot 
solution in the admixture with the fats in the mixing 
machine immediately after preparation. 

In a strict sense then, this procedure cannot be called 
“saponification by the cold process,” as both fats and 
‘austic soda solution are away above the temperatures 
prescribed for and used in the method of cold saponi- 
fication. 

To illustrate the procedure of making white laundry 
soap according to the semi-boiled method, let us assume 
that 1000-Ibs. shall be the size of the batch of finished 
soap. The fat mixture shall be composed of 75% of 
tallow and 25°, of coconut oil or in this particular in 
tance of 300 lbs. of tallow and 100 lbs. of coconut oil. 
According to the numbers of saponification for both 
tallow and coconut oil it would be necessary to use 
about 60 Ibs. of caustic soda 76°,. This amount would 
require 85 lbs. of water in order to produce a con- 
centrated solution of 45° Bé. This solution is kept 
under heat in a small jacketed kettle and ready for 
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immediate use. Assuming now that under ordinary 
circumstances a caustic soda solution of 35° Bé would 
be used for saponification and which would give the 
soap the requisite amount of water, it is necessary to 
figure out the difference in water between the caustic 
soda solution of 45° Bé and that of 35 In this in- 


stance the difference would be 63 pounds of water which 


should be set aside and ready for use. Assuming 
further that the soap should be filled with 50% of 


silicate of soda figured on the amount of hydrous soap 


the amount of silicate of soda nec would then be 


304 pounds. 


ssary 
For neutralization of this amount of sili- 
cate of soda about 31 pounds of caustic soda lye of 35 
Bé, are necessary which should be weighed out and als¢ 
set aside for use. Taking all these figures into account 


the following formula results: 


300 Ibs. 
100 Ibs. 
60 lbs. 
85 Ibs. 


> 
, 


of Tallow 

of Coconut Oil. 

of Caustic Soda Flakes. 

of Water. 

lbs. of Water (kept separate) 

304 Ibs. of Silicate of Soda. 

31 lbs. of Caustic Soda lye 35 degrees Be. 
57 Ibs. of Scraps from previous batch. 


0: 


1,000 pounds of finished soap. 


After having placed the 400 pounds of fat mixture 
machine, the hot 15 
into the fat 
the emulsion begins to thicken slightly. 
ing is discontinued. In a short 


self-heating reaction takes place and the now forming 


into the mixing caustic soda lye 


solution is run mixture and rotated until 
Then the mix- 
violent, 


very time a 


soup threatens to rise over the tep of the mixing 


mechine. At this point the scraps from the previous 
batch are added, which in some measure cool down the 
seap and which will have an excellent chance of melting 
in the constantly developing heat of the soap. In a 


short time the soap teases to rise and recedes to a 
normal volume presenting a thick but smooth appear- 
ance. The missing 63 pounds of water are then added 


to the soap under continuous crutching and the soap may 


Mixture for Soap Threads 
A. Welter; G. P. 15,555. 
by passing 


Soap threads are formed 
than 1.5 
paste or 
with an alkali salt or salts other than soda. 
ture may contain (1) fat 
hydrogenized 


through nozzles of less 


solidified 


mm. 


diameter a mixture of curd soap 
The mix- 
also solvents, e.g., hydro- 


carbons, hydrocarbon, and __ sulpho- 
(3) difficultly 
g., petroleum jelly, paraffin 
fillers, 


e.g., clay, tale, wood meal, potato flour, glue, and oxy 


aromatic compounds; (2) etherial oils; 
sponifiable hydrocarbons, e. 
wax, montan wax, beeswax, and ceresine; (4) 
or hydro-cellulose. Alkali salts specified are: potash, 
sodium or potassium bicarbonate, sulphate, phosphate, 
silicate, borates, acetate, nitrate, and betanaphthalene 
or other aromatic sulphonate, and persalts, e.g., 
preferably with CG 

In one example, 500 kg. of liquid curd 
soap, 25 kg. of and 50 kg. of 


sodium 


perborate, protective colloids, 
water-glass. 
sodium bicarbonate, 
sodium metaborate are stirred together, allowed to set, 


homogenized, and pressed through nozzles. 
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that is, if no 
detected, more lye 
bite is 
jacket of the 


If too weak, 
noticeable bite on the tongue can be 
5° should be added until a 


of 35 
turned on the 


be tested for strength. 


perceivable. 


Steam is then mixing 
machine and the silicate of soda which had been previ- 
nixed with the requisite 


cusly amount (31 pounds) of 


jacketed kettle in 
now he added 


35° Bé. lye and heated in the 
which 15° Be. 


to the soan. 


same 


lve had been prepared, 


mey 


Care must be taken not to add the silicate of sods 
solution too fast, for, if in spite of all precautions, the 
soap should be too weak, the mass in the mixing mach- 
ine may grow so thick as to become almost unmanage- 
able. This thickening of the soap however cannot always 
be attributed to any lack of free caustic soda but may 
be caused by the fact that the soap is not sufficiently 


hot to 


assimilate the silicate of soda _ solution. In 


this case it is well to discontinue for a while the addi- 
tion of the silicate and to wait until the heat of the soap 
has been raised to a temperature of 160° F. at which 
temperature the soap should be kept at all times. 

It will take then, depending 


scraps added, from 10 to 15 


upon the amount of 
minutes longer until the 
After all the 


amined for free caustic soda 


soap is ready to be framed. scraps are 


melted the soap is again e> 


yc 


which should not exceed .25°%. A soap finished too 


look to all intent and 
purpose just as pleasing as a soap containing the proper 


strong in free caustic soda may 
amount of free caustic soda, however upon storing such 


a product will sweat in the boxes, spoil the wrapper 


and cause no end of complaints. 

The finished soap should present a smooth and per- 
fect homogenous appearance and should leave the mix- 
ing machine in one continuous flow. 
It usually takes about 


frames to cou! ofi 


48 hours for the soap in the 
sufficiently to one to take the 
frames apart and cut the block into bars. 


enable 


Soap can be made in this matter in a remarkably 


short time and the appearances 


of the cut and pressed 
bars will not alone compare very favorably with kettle 
boiled soap, but should if properly made surpass it in 


looks and be et least equal in auality. 


Determination of {.p. ot Fatty 


Acids 


C. Stiepel (Chem. Umschau, 1932, 39, 49—50.)—In 


the determination of the titer of 


acids of low f.p., e.g 


oleic acid, the temp. rise at the f.p is clearly defined if 
the tube containing the sample is fixed in an air jacket 
in an outer vessel of NH,NO.-chilled H-O maintained 
at 4° below the ; tish 


Lbs. 


temp. of the sample—P Chem. 


Some Antioxidants 


Influence of 


K. Ogawa (J. 
151 B.)—The 


keeping properties of 


Soc. Chem. Ind., Japan, 1931, 34, 449 
effects of 11 org. antioxidants on the 
soaps prepared from cotton-seed, 


soya-bean, linseed, and chrysalis oils, and from oleic 


acid were studied; estimates of the extent of oxidation 


by determinations of the I vals. and n, of the fatty 


acids, scouring properties of the 


color, hydrolysis, and 


soaps and “oxidised acids” were in good agreement. 


Thymol, phenol, and a-naphthols were the most effee- 


tive antioxidants.—BPritish Chem. Abs. 
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Soap Materials Market | 


\ egetable Oils 


Since our last review, coconut oil has become slight- 
ly easier and, at this writing, crude is quoted at 3'%c 
lb. sellers’ tanks, New York, and 3c lb., 
for October/March shipments. The copra situation in 
the Philippines is steady, as arrivals have been com- 
small. 
buying demand for oil for immediate future deliveries. 


-acific Coast, 


paratively Soap makers are showing a good 


Following the publication on the eighth of the 
government estimate of the cotton crop, cottonseed oil 
had a sharp decline, as the government’s figures were 
higher than generally Crude 
steady. Production of 


There is a good demand from refiners. 


corn oil is 
light. 


expected. 
corn oil continues very 
Domestic soya 
bean oil is moving in a routine way and is quoted at 
3c lb. sellers’ tank cars, Midwest mills. 

The demand for palm oils is also holding up well, 
and there little inclination on part of the 
shippers abroad to shade prices. Olive oil foots have 
not been very active, but the market abroad is hold 
ing steady. 
5% F. F. 
New York. 


seems 


Commercial denatured olive oil, maximum 
A., is unchanged at 5le to 52¢ per gallon, 


A. H. HORNER. 


Tallow 


Very likely most business men will be glad when 
the political wheel of fortune has definitely turned in 
one direction. Then perhaps may come a more settled 
feeling with its incentive to work along more coura- 
geous and concrete lines toward recovery. 

As is the case with most other commodities tallow 
and other fats show a net decline for the period. How- 
ever, tallow has been on such a balance that only a 
slight change in conditions was needed to produce a 
noticeable advance in values. 

Choice tallow has sold at 33,¢ to 37¢e per pound loose; 


No. 2 tallow is quoted at 27s¢ to 3c per pound. Last 


volume sales of best grades of house grease were at 3¢ 
Market conditions in the Middle Wesi ar: 
with the larger packers sold in advance. 


EK. H. 


loose. steady 


FREY 


Investigates Dry-Cleaning Soap Properties 

Cy ta 
Britain in order to study the effect of the addition of 
water to mixtures of 


Bird has recently made some experiments in 


soap (in this case, potassium 
oleate soap), oleic acid, petroleum spirit and denatured 
alcohol. The addition of water to potassium oleate in 


petroleum spirit gives a gelatinous precipitate; fur- 
ther additions increase the viscosity until a slight ex- 
cess causes a decrease in viscosity with ultimate sepa- 
ration into two layers. 

Mr. Bird that 
dry-cleaning soap should not contain more than 5 per 
cent denatured alcohol and that the olein used should 


not be more than 60 per cent 


reached the conclusion commercial 


saponified. The high 
oleic acid content in the absence of little denatured al- 
cohol is necessary to ensure stability. 
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Prices of Soap Materials 


Tallow and Grease 
Tallow, N. Y. C. 
Edible 
Fancy 
Grease, 
House 
Yellow 
Lard 


white 


Fatty Acids 

Coconut Oil. 98% Saponifiable, tanks. 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 

Saponified 
Stearic Acid, single pressed 

Double pressed 

Triple pressed 


Soap Making Oils 
Castor No. 1, tanks 
No. 3, tanks 
Coconut, Ceylon Grade, tanks 
Cochin grade, tanks 
Manilla grade, tanks 
Corn, crude, Midwest mill, tanks 
Cotton, crude, Southeast, tanks 
Refined 
Foots, 50% T.F.A. 
Lard, common No. 1 
Olive, denatured, max. 
drums, gal. 
Foots, prime, green, barrels 
Palm, Lagos, max. 20°, F.F.A., drums 
Niger, casks i 
Palm. kernel, tanks 
Peanut, crude, barrels 
Refined, barrels si 
Soya beans, max. 2% F.F.A., Midwest 
mill. tanks 
Tallow, acidless, barre!s 
Whale, Crude No. 1, Coast, tanks 
Refined, barrels 
Glycerine 
Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums 
Soup, lye 
Rosin 
Barrels of 280 pounds 


3.65 


> 
) 
9 
o.40 
> 


3.85 
3.95 
1.00 
1.05 X - 
1.10 Wood 
Chemicals 
Acid, muriatic, 18°, 100 pounds 
Sulphuric, 60°, ton 
66°, ton 
Borax, ,crystals, carlots 
Cyclohexanol (Hexalin) 
Naphtha, cleaners’ tank cars 
Potassium, carbonate, 80@85% 
Hydroxide (Caustic potash) 
92% 
Salt, works, ton 
Sodium carborate (Soda 
light, 100 pounds 
Hydroxide (Caustic 
solid, 100 pounds 
Silicate 40°, drums, 
pounds paceteck i 
Sulphate, anhydrous 
Phosphate, tri-basic 
Zine oxide 


ash) 


CG 5 .iaweceaueee $0.03 % @ 
.04 “4 @ 
05 @ 
.031 8 @ 
O2%@ 
02%@ 
05 @ 


04% @ 
03% @ 
05%@ 
06 @ 
O72 @ 
08 @ 
10% @ 


09 @ 
08 42 @ 
03 42@ 
03% @ 
038 1 2 @ 
044% @ 
02% @ 
0384.@ 
01 @ 
.06% @ 


57 @ 
0412 @ 
.03 4% @ 
ONE 
0 4 wa@ 
06% @ 
09 @ 


.03%4 @ 
06% @ 
04 @ 
51 @ 


10 1 4 @ 
7 @ 
05 (@ 
O44@ 


OO a 
00 @ 
5.00 @ 
2.00 (a 
20 @ 
.06%@ 
053% @ 


061% @ 
50 @ 


15 @ 


2.50 @ 


0 @ 
01 34 fa 
038 @ 


.05% @ 


$4.62% 
5.20 


5.80 
.70 


75 
63 


$1.60 


71.00 


06% 
14.00 


2.09 
3.59 


02% 
03% 
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